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The occasion of this study has been the need of a long-established 
and prospering printing and lithographing company for comprehensive 
background and contemporary data relating to the marketing of textbooks. 
The findings are to be used as a basis for guidance in the launching of an 
educational publishing subsidiary. 
The area selected for special analysis is the market for textbooks 
provided by the public schools of New England, grades one through twelve. 
A collateral consideration has been to present the historical development 
of educational publishing in this country with special emphasis on the 
evolving pattern of the introduction and distribution of textbooks, which 
should provide some insights as to the "climate 11 of doing business in 
this market. 
This research effort has been underway since the early part of 1959. 
It has been conducted largely from Boston and throughout New England 
by correspondence and through conferences with leaders in both educa-
tional publishing and education. The writer, although not directly identi-
fied with either textbook publishing or public school education, has re-
ceived unlimited cooperation from leaders in both of these fields. In par-
ticular, he is indebted to Miss Rose Marie Smith, Statistics Division, 
United States Office of Education, Department ofHealth, Educationand Wel-
fare for providing several sources of data applicable to this study. Dr. 
Austin J. McCaffrey, Executive Secretary of the American Textbook 
Publishers Institute, has made available the full resources of his organ-
ization, providing substantial statistical data not generally accessible to 
those not a part of the industry. Several Directors of Research in va-
rious states have supplied personal comment as well as copies of pub-
IV 
lic documents. In the educational publishing field William E. Spaulding, 
President of Houghton Mifflin Company, JohnS. Quinn, Jr., Vice-Pres-
ident and New England Manager for the World Book Company, and George 
D. Gilbert, President, Educational Book Division, Prentice-Hall, Inc., 
have constructively answered many points of inquiry and have provided 
freely information as to the distribution planning and sales methods fol-
lowed by their respective companies. Many other of the publishing fra-
ternity have supplied observations and have contributed to the extent of 
this study. Miss Antoinette P. Laspada, an office associate, has patient-
ly typed the manuscript. To all of these, the writer is most wholeheart-
edly indebted. 
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THE MARKETING OF TEXTBOOKS IN NEW ENGLAND 
A Program of Regional Distribution •••. Its Significance 
for Projecting and Evaluating the Progress of a New 
Educational Publishing Company 
CHAPTER I 
INTRODUCTION 
Any observer of the American economic scene will have noted the 
myriad of mergers, acquisition by outright purchase of other companies, 
1 
formation of subsidiaries and developments under way to promote product 
and business diversification. 
The objective to gain a larger share of the market and in some in-
stances to accomplish marketing economics have likely dictated these 
moves. Further the economic factors and forces prevalent of competi-
tion, technological advancement, changing and growing markets, more 
highly developed means of communication and transportation have en-
couraged this phenomenon. Other motivating factors are the results of 
research within industry and the contributions made by research for in-
dustry expansion, tax considerations and, of paramount significance, a 
continually-rising standard of living, plus increasing population which 
combine to accelerate needs and market growth. 
This study results from the requirements of an established <;om-
pany for comprehensive marketing information preliminary to expanding 
through the launching of a subsidiary in a competitive field. 
BACKGROUND OF PROBLEM 
For over three generations, a firmly-established printing and 
lithographing company located in Southeastern New England has been 
serving a solid core of customers, largely denominational publishers 
located in the South. The requirements of present customers are car-
ried out on the basis of contract printing. A new element of manage-
ment in viewing the compan~s present and future business activities has 
concluded with some concern that the loss of any established account 
would seriously impair operations and resulting profits. It had also 
been noted that the rise of the printing industry in the South was a 
stronger factor competitively and might divert some of their established 
accounts. 
With the assistance of competent outside research, management 
has been endeavoring to assess this condition and to determine means 
of achieving greater diversification of business interests. Under con-
sideration is the establishment of an educational publishing subsidiary. 
Preliminary reports of a study of educational needs that might be served 
by a new entry into educational publishing have been encouraging. Of 
particular significance, management feels the control of a subsidiary 
that could use available press time and have a good growth potential does 
merit an investment of a substantial amount in a pilot project preparatory 
to entering the field of educational publishing. Presently, broad research 
is under way in further analysis of educational needs and in planning for 
initial editorial work. 
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PILOT AREA - NEW ENGLAND 
The real test for evaluating the likelihood of initial success of a 
new venture lies in the acceptance by the market and a projection of the 
extent of the volume that could be obtained in the early stages of growth. 
Can market research undertaken at this juncture point the way to evalu-
ation of the chances of effectively launching the new enterprise? The 
fundamental objective of this study is to contribute to that end and to 
give support to the initial research findings of the competent group of 
consultants that educational needs could be constructively and profitably 
served by a new entry in the field. The vehicle for providing compre-
hensive marketing data is an analysis of the New England public schools, 
grades one through twelve, and the potential offered by this segment of 
the total market nation-wide for textbooks. 
FACTORS RELATED TO SCOPE OF THIS STUDY 
Throughout this analysis, reference will be made to the close and 
dependent relationship that exists in educational publishing between the 
editorial department and the sales department. This inter-relationship 
is an important characteristic of the industry. The implications of this, 
with particular reference to the marketing activities, will be shown in 
later chapters. This study will further highlight the development of edu-
cational publishing, the present position of the industry in view of contem-
3 
porary economic and educational forces influencing it, some indication 
of the immediate future of the industry and, of particular interest, a 
review of the prevailing factors that are shaping educational thought and 
progress. 
A PRIMER FOR MANAGEMENT 
There is, as will be readily observed, some emphasis on points 
that at first reading might appear elementary and of not too great import. 
The underlying reason for this approach is the need of providing basic 
indoctrination for the present management of the printing company, who 
are to serve initially in management roles in the subsidiary activity to 
the extent that their services can be effectively used. Therefore, the 
presentation of marketing data will at intervals likewise present back-
ground material, to serve as a "primer" in introducing printing execu-
tives to the field of educational publishing and promotion of text materi-
als. 
The foundation for achieving early success seems adequately 
served by controlling outlays for administrative overhead, engaging only 
such additional staff that must have specialized editorial knowledge. In 
addition, the new undertaking will have available full printing facilities 
and, to some extent, binding facilities. Due to the very specialized 
processes involved in bookbinding, few printing plants attempt this op-
eration in its entirety. Warehousing and shipping will be performed by 
4 
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the parent company, as well as the detail operations of processing orders 
and handling accounting procedures. The subsidiary company will assume 
all direct costs. At the outset, the parent organization will undoubtedly 
absorb some of the indirect costs, which could be burdensome for a new 
business without available capital equipment which must furnish every 
item of "doing business." 
EARLIER STUDIES OF MARKETING 
It could be assumed that for an industry with a background of a 
century or more many studies might have been earlier made of markets 
and marketing methods. A search for material relating to this area has 
indicated there is little available in earlier published sources with di-
rect application to the marketing of textbooks. In the limited material 
available on the historical development of educational publishing, there 
are minor references to the introduction of text material. The writer 
has concluded with the exception of material that relates to methods of 
selection of textbooks as these apply in different states, there is an ob-
vious lack of material relating to the problems of marketing textbooks. 
From discussions with several active in serving the New England mar-
ket as sales managers and representatives for publishing houses, these 
statements appear valid. 
Reference will be made to the Annual Survey of the Textbook 
Publishing Industry, prepared by Stanley B. Hunt & Associates, New 
York. The cost of this survey is assumed by the American Textbook 
Publishers Institute. The study is made available on a restricted basis 
to its membership. The last survey appeared in 1959. The American 
Textbook Publishers Institute now plans to conduct its own annual survey 
1 
and will not use an outside agency. Access to these surveys since 1952 
and permission to use some of the comparative data presented has con-
tributed to the substantiation of statistics derived through other sources. 
The Biennial Survey of Education conducted by the United States Office 
of Education has provided much source material. The statistics of this 
agency require about two, three and more years for assembling and pub-
lication; therefore, a substantial time lag is present. Other pertinent 
data has been obtained through correspondence and conferences with 
Directors of Research and Statistics for the various state departments 
of education under study. Much of pertinence has been gleaned from dis-
cussions with leaders in the field of educational publishing. 
WHY NEW ENGLAND AREA SELECTED 
Although this study will relate to an analysis of the New England 
market, there will be substantial material of national scope presented, 
to assure proper perspectives and relationships. The New England area 
has been selected as a pilot and test area, largely due to proximity, al-
though only in part. Management earlier learned through acquaintance-
ship with established educational publishers that success in the New Eng-
1. l,p.7. 
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land market augurs well for larger success, in that prevailing conditions 
suggest a more difficult area for penetration and one which is not as re-
sponsive as other areas. The background of this conclusion will be de-
veloped by comparisons which will be made with other areas. 
CONTEMPORARY EDUCATIONAL ENVIRONMENT 
In initiating a new endeavor it is of interest to view the present 
environment of educational forces and thought, that have a direct and in-
direct influence on activities engaged in serving the educational market. 
Many of these can contribute to further strengthening of this field. Other 
influences are vitally challenging our total educational system. 
The past decade has witnessed as momentous upheavals in edu-
cation as in many other important fields. These have been the years 
when unprecedented numbers of children, born since World War II, 
have markedly changed the more static enrollment conditions, necessi-
tating many "crash programs" in new construction and greatly expanded 
school needs. 
There has been a more fundamental and subtle change, a new 
phenomenom that is likely here to stay; that is, the far greater public 
awareness and focus on the interests of education. In seeking greater 
stability in this nuclear age and in a period of much social unrest, peo-
ple seem to have turned to the solid values of education, to give assur-
ance that we are reaching a stability in our living and also are prepar-
7 
ing for the keener competition from foreign powers. This great empha-
sis has resulted, too, in an attempt to focus the public attention on the 
need of increased support for public education, better physical plants, 
more money for teachers 1 salaries, more inducement to enter teach-
ing. 
Most lay people are conscious of obvious educational needs. 
The press, TV programs, civic club programs, the well-publicized 
National Citizens Association for Better Schools have all contributed 
to this awareness. Yet, one of the paramount needs for enriched teach-
ing --the textbook -- receives little if no specific recognition. In im-
plementing the educational process certainly the textbook ranks second 
only to the teachers. Schoolrooms without adequate textbooks are com-
monplace. Schools with large auditoriums, sumptuous cafeterias, and 
gymnasiums may be woefully lacking in text and library books. A new 
educational publisher will be quickly conscious of this lack. To en-
courage through every valid means increased budgets for textbooks is 
a challenge for all who serve the schools through direct promotion --
those who edit the books, the lay group who have youngsters of school 





A SHORT HISTORY OF TEXTBOOK PUBLISHING 
To accomplish the two-fold objective of analysing a specific 
market and providing indoctrination for those charged with the respon-
sibility of implementing distribution of a publishing program, some 
value should be gained from a review of the early history of textbook 
publishing in this country. In this presentation the writer is particu-
larly indebted to the publication, Textbooks in Education, edited by a 
group from the membership of the American Textbook Publishers In-
stitute. Much of the historical background contained therein has been 
derived, the writer believes, from the several lengthy histories of edu-
cation and readings in education, authored by E. P. Cubberly, a pro-
lific writer of three decades ago, on the history of educational expan-
. 2 
s1on. 
In presenting this overview of the growth of educational pub-
lishing, particular note will be made of distribution practices that have 
been followed over the past two hundred years. The periods particu-
larly noted are Colonial times, the post-Revolutionary War years, and 
the Nineteenth Century. 
To introduce this subject, E. P. Cubberly has made an incisive 
summary statement of the particular place held by the textbook in 
2. 2, Chapter XXV. 
American education: 
Partly because of the peculiar teaching needs we have 
had to meet, partly because of the absence here of any 
European type of standardization and uniformity of in-
struction and instructional tools, and partly because 
of the resulting open competition in the preparation 
and production of textbooks, the business of preparing 
textbooks for use in schools has become a great Ameri-
can business, of a type unknown in any other land ••• In 
no country are there more teachers engaged in the work 
of textbook making, and nowhere are textbooks in pre-
paration subjected to such a severe trying-out process 
before publication. In no country, moreover, are the 
textbooks in use revised more frequently to keep them 
abreast of the progress in knowledge and the best edu-
cational thought. 
In no other land does the beginning teacher have so many 
aids in the form of textbooks to help her get started in 
the work of teaching ••• The excellent character of the 
American school textbook, then, is one of the important 
forces that have enabled us, in spite of difficulties as to 
teaching force ••• to create the type of school we have. 3 
TEXTBOOK PUBLISHING DEFINED 
Textbook publishing is not in the big business category as many 
4 
might believe, nor as will be shown, in high profit brackets. Many in-
teresting comparisons can be made of the total volume of textbooks in-
10 
troduced in relation to other business activities common to theAmerican 
scene. The production of textbooks has grown steadily over the years, 
as this study will demonstrate, and this growth is now accelerating, 
and will continue to do so, in years ahead due to well-ascertained fac-
tors and influences which will be developed more fully in Chapter III. 
3. 3, p. 12. 
4. 4, p. 2. 
Yet, today the total annual volume of textbook sales ranks below 
5 
canned dog food and far below expenditures on cosmetics. 
Textbook publishing is peculiarly an American institution, 
largely privately owned. It serves almost exclusively a public mar-
ket in a competitive manner for resulting private gain. 
COLONIAL PERIOD 
The history of the American textbook industry closely parallels 
the history of education in the United States and is a significant part 
of the history of America. Without much question textbooks have ex-
6 
erted a strong moulding effect upon Americans. 
In the Colonial period, the importance of education of the young 
was early recognized. Much of the influence on education was exerted 
by the church and it naturally followed that there were religous over-
tones. What were the textbooks that early teachers used in conducting 
their classes? Like other manufactured articles all books had to be 
imported; consequently, most of the books used in the Colonial period 
were printed in England, and reflected English traditions and emphasis 
on education prevailing at that time. A pupil in an early Colonial school 
usually had a primer, a psalter, and a Bible from which to get his ele-
mentary education. If he proceeded into grammar school, he might 
have available a few Latin and Greek books -- rarely material in the 
fields of arithmetic and geography. 7 
5. 5, p. 23. 
6. 6,p.2. 
7 • 7 , pp. 42 and 3 , p. 18. 
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These imported books used in teaching were not strictly text-
books, rather they were texts. It was necessary to adapt these to the 
teaching and learning process. There was little grading of material 
and little guidance provided for mastering the subject matter. 
An interesting innovation of this period was the home-made sub-
stitute for textbooks, which was known as the horn book. This was 
constructed in a unique manner. A printed slip of paper was fastened 
on a thin piece of board and then covered with a translucent sheet of 
horn. To preserve the material, a light strip of metal, usually brass, 
was fastened with short nails around the endges of the horn to keep it 
in place. Usually, a piece of string was paced through a pole pierced 
in the end of the horn, which allowed the book to be carried around the 
neck. The horn book presented letters of the alphabet, both capital and 
small letters, frequently a quotation from the Lord's Prayer, and in 
8 
some instances, Roman Numerals. 
In the earlier Colonial period, there was a beginning of a very 
limited number of publications, which were more nearly American in 
their makeup. Benjamin Franklin issued an American edition of a 
then popular English work, known as Dilworth's A New Guide to the 
English Tongue. This might be considered one of the first primary 
textbooks to be used in American schools. It contained fables, highly 
moral in character, and some other secular subject matter. There is 
indication the firm grip of the church on education was beginning to re-
lax. 9 
B. 5, p. 17. 
9. 7. p. 44. 
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NEW ENGLAND PRIMER 
By far the most important and successful early American text-
book was the New England Primer. This publication was an attempt 
to produce something independent of the strong British influence. A 
history of this period relates that a copy of the New England Primer 
would be found in practically every home alongside of the Bible. The 
publication of the first edition is thought to be about 1691. An adver-
tisement of that period read: 
There is now in the press, and will suddenly be extant, 
a second impression of the New England Primer, en-
larged, to which is added more directions for spell-
ing •••• Sold by Bep-~amin Harris, at the London Coffee-
House in Boston. 
From the first printings of the New England Primer until the 
outbreak of the Revolution nearly eighty years later, there is little in-
dication that there were other books of any significance published under 
American authorship as textbooks. 
The textbook industry, prior to the Revolution, reflected the 
economic elements of the day. The textbook industry, such as it was, 
was Colonial and extremely limited in scope. The most important 
business was importing and the successful businessmen were chiefly 
traders and importers. 
One of the interesting sidelights of the Colonial days of textbook 
10. 3, p. 26. 
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publishing was the selling of textbooks in that period. Free textbooks 
were unheard of in Colonial periods. Parents had to buy books for their 
children who were attending school. They were items of trade in the 
same manner as hats or buttons or salt. Only the larger places had 
booksellers. In most settlements, general stores carried textbooks 
as part of their stock in trade. 
In developing this analysis of the distribution of educational 
textbooks in the contemporary period, it is of interest by contrast that 
during the Colonial period and for sometime thereafter, the following 
consideration did apply: "It is probable that merchants had as much to 
do with determining what textbooks the school children of the commun-
11 
ity would study as the schoolmaster and the school committee. 11 
THE YANKEE PEDDLER 
Another significant development in the early distribution of 
textbooks parallels the development in the latter part of the Eighteenth 
Century of the legendary New England peddler. Peddlers were not a new 
phenomenom, as they had existed in Europe from the Middle Ages. 
This mode of merchandising developed in our country along with the 
early beginnings of the tinware industry. With greater colonization and 
the need of items of a diverse nature, some of the more venturesome 
young New Englanders, possibly wearying of farming, became itinerant 
peddlers concentrating on tinware. 
11. 3' p. 28. 
14 
How did the Yankee peddler inf1u.ence textbook publishing? Due 
to the universal demand for textbooks and the fact this item could be 
transported with some ease, the Yankee peddler could be considered 
the forerunner of the modern bookmen. The history of the period re-
lates the wide use of the New England primer can in a full measure be 
attributed to the popularity of the peddler, who carried this item far 
and wide as "stock in trade. 11 Not only did the Yankee peddler promote 
textbooks, this "middle man" likely contributed much to the growth of 
New England as a manufacturing center. Textbooks in Education 
chronicles: 
One of the reasons New England became such an impor-
tant manufacturing center was that the headquarters of 
the peddlers was in that region. The manufacturers of 
"Yankee Notions 11 and textbooks grew up side by side. 
Thanks partly to the fact that New England was the recog-
nized leader in education, for nearly a century the center 
of the textbook printing business was New England. 12 
POST-REVOLUTIONARY PERIOD 
The Colonial period came to an end with the Revolution. It was 
recognized by one of the leaders of that period, Benjamin Rush, that 
to accomplish the desires and achievements of an independent nation, 
education would be a significant, motivating force. In a statement of 
purpose, Benjamin Rush set forth thoughts upon the mode of education 
proper in a republic. His thoughts were embodied in the following 











Education should be indigenous to the United States; 
not a copy of any foreign country's system. 
Education must inculcate national loyalty. 
Amusements must educate for democracy. 
Latin and Greek are not suited for American educa-
tion. 
Science should be substituted for Latin and Greek. 
Education should make possible development of na-
tional resources. 
Emphasis should be put on history to support nation-
alistic culture. 
Schools should be supported liberally to attract good 
and well-trained teachers. 13 
Although these thoughts were expressed nearly 175 years ago, 
they are contemporary in their significance , making due allowance for 
the fact that education today should have consideration of the internation-
al relationship which must be effectively understood. 
The revolution did produce somewhat of a crisis in the availa-
bility of textbooks. It has already been noted that during the Colonial 
period textbooks were almost universally imported. Following the revo-
lution importations stopped. This condition produced the beginnings of a 
truly American textbook industry. 
Noah Webster might be considered one of the most significant 
early influences in the development of educational publishing. Early in 
life, Noah Webster was a teacher. With some consideration of the edu-
16 
cational manifestoes set forth by Rush, he prepared an American version 
of an elementary spelling book, which was to become a very significant 
13. 3, p. 30. 
part of the American heritage. Noah Webster's elementary spelling 
book, better known as the Old Blue-back Speller, went through many, 
many editions. The informative source earlier referred to states: 
In 1785, two years after publication, it was selling at 
the rate of 500 copies a week; by 1818, five million 
copies had been sold. In 1840 D. Appleton and Co. 
took over complete publication, and in 1880 they re-
ported, "It has the largest sale of any book in the 
world except the Bible. We sell a million copies a 
year, and we have been selling it at that rate for 
forty years. We sell them in cases of 72 dozen, and 
they are bought by all the large dry goods and supply 
houses, and furnished by them to every crossroads 
store. 11 Appleton's report was written when the book 
was nearly a hundred years old. 14 
This publication is now published by the American Book Company, 
which reports, 11And it is not yet dead. In 1946, one hundred and sixty-
three years after its first publication, we printed 5, 000 copies of it. 11 
W. W. Livengood, in a history of the American Book Company, 
Our Heritage, has further stated, "Webster's speller is without question 
one of the most important books ever produced in this country. 11 It was 
badly printed, on poor paper, illustrated with crude engravings, and 
filled with moralizing that seemed so obvious as to be funny rather 
than impressive. To understand its importance we have to have histori-
cal perspective. As Livengood points out, "When it was first published 
it was a declaration of the freedom of the American language as against 
15 
the British." 
14. 3, p. 33. 
15. 7' p. 44. 
17 
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Webster's speller had a broader significance than merely being 
a successful book. It did provide a strong impetus to a new industry. 
It's success attracted other authors. and showed that the making of 
textbooks in America could be profitable. The industry was launched, 
yet the road ahead was not overly-well defined as to publishing objectives 
and, certainly, methods of marketing. 
It was a hit-or-miss business, with more misses than 
hits. There was practically no co-ordination between 
the needs and aims of the educational system and the 
production of textbooks; in the rare instances where 
they fitted together both education and the textbook-
maker profited, and usually out of all proportion to 
the true contribution of the textbook. The industry 
had no cohesion, it was made up of printers and 
authors scattered throughout the states, in small towns 
quite as often as in cities. Wherever there was a press 
there was a potential textbook printer; wherever there 
was a teacher there was a potential textbook author. 16 
These observations apply almost equally to the selling of text-
books, which also was hit-or-miss, as producing them. There were no 
recognized channels of distribution. The peddler -- both as a "specia-
lized 11 book salesman and also as the general Yankee Notion peddler --
still was an important figure in the selling of textbooks. Horace Mann 
complained, 11 Hordes of peddlers descended on schoolmasters, se-
lectmen and school committee men, trying to foist their wares into 
schools with every trick known to the trade." It should be understood 
this is a period of beginnings with much to be learned. Distribution 
16. 3, pp. 39-40. 
was largely on an individual basis without much co-ordination of ef-
fort, which would readily account for the lack of an organized approach 
to the market. The early growth of the textbook publishing industry, 
as we recognize it now, did bring a greater semblance of order to the 
industry. 17 
LATER NINETEENTH CENTURY 
BEGINNING OF MODERN TEXTBOOK PUBLISHING 
Evidence of the entry of the educational publisher as viewed by 
contemporary standards took place well into the Nineteenth Century. 
The modern day standards of educational textbook publishing would cer-
tainly rule out the work done by hundreds of printers in the early years 
of the development of our country. An industry can be determined more 
fully by what its functions may be. In publishing it is the full develop-
ment and the distribution of a textbook. To qualify as a legitimate 
textbook publisher these things would be expected as essential functions: 
1) Determine need 
2) Analyze market 
3) Weigh competition 
4) Select authors and manuscripts 
5) Plan with author to meet need, market, and competition 
6) Edit (rewrite, check accuracy, tailor manuscript to 
predetermined needs and usefulness) 
7) Determine mechanical manufacturing details (size, type, 
paper, binding, etc.) 
8) Distribute (sell) 18 
19 
One of the first publishing partnerships to follow through on portions 
17. 3' p. 40. 
18. 3, p. 41. 
of these objectives as outlined was Truman and Smith, who were active 
in the publishing business in Cincinnati. Andrew Jackson was in office. 
The West had begun to boom and there was a surplus in the treasury 
which was divided among the states. Much of this money was used to 
finance the building of schools, the hiring of teachers; also, the in-
creased school population developed a far greater demand for textbooks. 
There was a period of "easy money" with the expansion of state banks; 
the period might be termed as a "seller's market." 
Truman and Smith decided they wanted to publish a graded 
series of readers, selected from the best secular literature. It was 
their concepts in sensing the need of the market that inspired the build-
ing of the McGuffey Reader, that set a pattern for later-day publishing. 
This outstanding series of readers made a strong impact on American 
education for nearly 100 years. It is estimated that up to 1920, over 
122 million copies of the seven titles of the series were introduced. 19 
By comparison with the literally hundreds and thousands of 
textbooks available in the contemporary period, it is interesting to 
note during the first one hundred and fifty years of the story of the text-
book in America there were three publications which were largely re-
sponsible for the early beginnings and the period of early growth --
The NeJViT England Primer, Webster's Speller and McGuffey's Readers. 
In the periods of the textbook which we have reviewed up to this 
time, the Colonial period and the formative period of the Nineteenth 
19. 5,p.21. 
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Century, it is characteristic that there was no standard method for com-
piling or writing a textbook. Most textbooks were written by a teacher 
or a clergyman, or pGssibly compiled by a printer from other available 
material. With the greater need for textbooks and with the income de-
rived from successful textbooks, the latter part of the Nineteenth Cen-
tury showed a development of a group of professional textbook writers. 
Wherever the demand existed, the professional textbook writer would 
turn out a manuscript. The early educational publisher reviewed these 
manuscripts, the author presented the best of his knowledge of the sub-
20 ject, and the publisher, in turn, prepared the finished book. 
Today, in contemporary textbook publishing, this approach to 
the preparation and publishing of textbooks is vastly different. Pub-
lishers still keep in close touch with potential authors. There is a 
much stronger collaboration between publisher and author in the pro-
duction of a textbook, to achieve the desired ends. However, the edu-
cator, today, has largely replaced the professional textbook writer. 
This change has come about in a very large measure due to the growth 
of a well-trained group of professional educators, products of many of 
the teacher-training institutions, which became more active after the 
middle of the Nineteenth Century. 
Textbook publishers were in close touch with this group of edu-
cators. These men were engaged as advisors, editors, and as text-
book writers. The relationship between the publisher and the textbook 
20. 7' pp. 52-53. 
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writer has been presented by Walter M. Mason in a very effective man-
ner: 
Since the making of a modern textbook is usually a co-
operative enterprise, planned and directed by the pub-
lisher's own staff, the author's position is quite differ-
ent from that of a writer of fiction. The fiction writer 
is like the artist who paints a picture to please himself, 
hoping that someone else will like it well enough to buy 
it. The textbook writer is like the commercial artist 
who contracts with an advertiser; the needs and tastes 
of his market are known in advance and must be met. 
The fiction writer works alone and writes what he plea-
ses on a take-it-or-leave-it basis. The textbook wrn:er 
works with help to produce a cooperatively planned pro-
duct. 21 
In presenting this short history of textbook publishing with special 
emphasis on early distribution methods, the objective has been to pre-
sent the background of the industry in a manner, which is informative 
if not totally inclusive. The experience of civilization does suggest the 
mirror of the past can be a guide to the present and the future, enable 
one to avoid mistakes and excesses that may have resulted from earlier 
practices, and point out in well-defined relationships the avenue to the 
effective conduct of one's activities in reaching a desired goal. 
CHAPTER III 
TEXTBOOK PUBLISHING AND CONTEMPORARY MARKETS 
It should be restated that textbook publishing in the United States 
today, as earlier, is largely a private enterprise which distinguishes 
21. 3, p. 50. 
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textbook publication in many other countries where the government is 
dominant in this role. It is an industry notably free of government con-
trols. This factor is of significance in that its products are used almost 
entirely in educational institutions under public control. Contemporary 
educational publishing is an example of much that is good, which can be 
accomplished under the banner of individual, dedicated effort. Its pro-
gress should be viewed in that light. No subsidies or special favors 
have ever been granted to influence its development. 
GROWTH OF TEXTBOOK SALES 
For the purposes of this study, detailed statistical material of 
the volume of textbooks sold in 1959 is not yet available. In 1958, ac-
cording to the Hunt report, publishers of textbooks had a sales volume 
22 
of $280,000,000, representing an increase of 11 o/o over 1957. Of this 
volume, $85, 100,000 was expended on college texts. By comparison 
23 
the sale of textbooks in 1952 amounted to $152,350,000. In 1939, total 
24 
sales were $51,600,000. The trend has been continually upward as these 
figures and Chart A sets forth. 
22. 8, pp. 1 , 4, 5 and 12. 
23. 9,p.3. 
24. 10, p. 2. 
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CHART A: TEXTBOOK SALES 1948-58 
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Courtesy: American Textbook Publishers Institute 
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The industry is presently concentrated in Boston, New York, 
Chicago and Philadelphia. The number of significant and active pub-
lishers is approximately 75, of which two -thirds of the number, accord-
ing to the Hunt Survey, account for 95% of the volume. The following 
analysis of sales results achieved indicates that of the 29 more promi-
nent, 14 had total sales volume in excess of $4,000,000; 15 had less 
than $4,000,000. For comparison and analysis, this figure has been 
selected by the Hunt group as the diViding point between large and small. 
The individual sales figures of the bulk of textbook publishers are not 
generally released. 
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Table I in providing comparative operating costs and percentages 
will be referred to in subsequent chapters. Of immediate pertinence is 
the relationship between production, sales costs and resulting net profit 
for the large and smaller publishers. Production costs vary slightly--
49. Bo/o for the large as contrasted with 50. So/o for the small. The smaller 
publisher spends more on sales costs-- 19.1% against 13.3o/o. The 
larger publisher fairs better in the net profit figure -- 8. 3o/o as com-
pared with 4. 1 o/o for the smaller publisher. As will be pointed out size 
does not necessarily restrict the ability to compete effectively. 
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TABLE I: OPERATING DATA OF REPORTING MEMBER 
ELHI.:PUBLISHERS - 1958 
14 Large ELHI 15 Small ELHI 
Operating Publishers -- Publishers -- Total ELHI 
Statement Sales over Sales under 29 Divi-
Items $4,000,000 $4,000,000 sions 
Thou %Sales Thou %Sales Thou % 
$ Aver Range $ Aver Range Sales 
A) Net Sales 133,833 100 23,226 100 157,059 100 
B) Cost of 42.3 44.3 
Books Sold 66,644 49.8 57.0 11,720 50.5 56.4 78,364 49.9 
C) Gross Mar- 43.0 43.6 
gin on Sales 67' 189 50.2 57.7 11 '506 49.5 55.7 78' 695 50.1 
D) Other Pub- 0.2 
lishing Income 1,640 1.2 11.2 61 0.3 1.7 1,701 1.1 
E) Total Oper- 43.0 44.2 
ating Income 68,829 51.4 63.3 11 '567 49.8 56.0 80' 396 51.2 
F) Selling Ex. 
Sales Demon- 8.9 8. 1 
strators 17,747 13.3 20.6 4,435 19. 1 25.1 22,182 14.1 
G) Promotion 
Ex. -Advt., 
Dir. Mail, Ex- 5.0 5.9 
hibits 8,213 6.1 8.2 1,803 7.8 12.4 10,016 6.4 
H) Shipping & 3.1 2.9 
Warehousing 5,794 4.3 6.0 1 '0 11 4.3 6.5 6,805 4.3 
I) Admin. & 7.7 8.2 
General Ex. 14' 106 10.5 16.7 2,517 10.8 16.5 16,623 10.6 
J) Total Op- 25.7 33.7 
erating Ex. 45,860 34.2 46.9 9,766 42.0 54.7 55,626 35.4 
K) Net Income 
from textbook 9.0 -3.0 
operations 22,969 17.2 26.4 1,801 7.8 17.2 24,770 15.8 
L) Federal In-
come Tax & non-
publishing income 4.7 1.2 
& charges 11 '910 8.9 13.5 858 4.0 7.7 12,768 8.2 
M) Net Profit 11 '059 8.3 5.2 -3.0 
12.2 943 4.1 11.6 12,002 7.6 
Source: Adapted from Talie 3- -Annual Survey of Textbook Publishing Industry-
by permission American Textbook Publishers Institute, 1959. 
* ELHI - Elementary and High School 
SIZE 0 F NO MAJOR IMPORTANCE 
Reliable estimates have indicated that there are no giants of the 
industry. No one company accounts for more than 10%-15o/o of the total 
25 
annual sales volume. 
In the educational publishing industry, there appears to be no 
real advantage in bigness. Several have commented that "publishing is 
not a mass production industry although it does sell in mass." The 
technology of the graphic arts and bookbinding, which still require in-
numberable hand operations, does not allow for marked advantage to the 
larger producers. Further, there is such an endless variety of texts, 
revisions, new editions that standarized production runs are the excep-
tion. 
A review of publisher 1s lists of the majority shows no great 
specialization, rather ambitious attempts have been made for inclusive 
coverage of all subject areas. This circumstance obviously adds to the 
competitive considerations. For the user this does mean a wide variety 
from which to choose~ for the marketing man, this means a real chal-
lenge; for the sales force and editorial department, a continuing need to 
bring out material that may embody the product which will be the most 
acceptable. 
Any study of educational publishing gives evidence of the individ-
ualistic type of activities which it combines. First, the publisher is 
25. 5' p. 23. 
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usually an individualist or otherwise he would not have been attracted to 
this field. Those who write and edit books are individualistic generally, 
and of import, in the distribution of the finished product, one must deal 
with the individualistic educator, who feels that he (or she) is a pretty 
good judge of the product. As evidence of this individualism, it has 
been pointed out the industry could not decide on an industry code in 
26 
the NRA days of 1933-34. 
THE ECONOMICS OF lliE INDUSTRY 
The industry is characterized by a high break-even point in that 
production costs seem high compared with other manufacturing indus-
tries. Chart B of breakdown of costs will substantiate this. Before 
the marketing process is under way costs have already equalled 50o/o of 
the selling price. 
CHART B: WHAT HAPPENED TO THE 1958 TEXTBOOK DOLLAR? 
//. '. 
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Production cost 
Plant cost, maintenance, 
Manufacturing, editorial 
Authors 1 royalties 
Selling expense 
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// Advertising, sampling, ware-
housing and administrative 
Federal income taxes 
Net Profit 
Courtesy: American Textbook Publishers Institute 
26. 11' p. 133. 
The total profit for the industry is 4. 1 for the smaller publish-
ers and 8. 3 for the larger publishers -- an average of 7. 6 for the in-
dustry. Therefore, to make progress in the industry requires an un-
usually good reception for the product, as the company will be contend-
ing with a high break-even point. The bulk of costs are relatively fixed 
and not subject to much reduction, in view of the rising cost printing, 
paper, binding materials, art work, and all other elements going into 
the finished book. 
The industry is also selling in a cost-conscious field operating 
on restricted budgets, which have had a tendency to keep increase in 
prices at a lesser per cent than increase in costs of production. As 
earlier mentioned, frequent changes in editions do not allow for long 
press runs, and competition has encouraged the use of more color, 
more art work, and more expensive production procedures. Another 
important factor is the huge editorial development costs involved in 
bringing out a new book or series. The estimate given by the publishers 
themselves indicates costs ranging from $10,000 for an individual text 
to $100,000-$200,000 for a Science series; basic reading series have 
involved total costs into the millions. 
There is indication that the largest volume of books is prepared 
for the elementary market. as shown in Table II. 
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TABLE II: TOTAL NUMBER AND VALUE OF TEXTBOOKS SOLD 
ELEMENTARY AND HIGH SCHOOL 
Thous of Dollars Thous of Units 
T~e of Book 1954 1956 
Eementary 
1958 1954 1956 1958 
Textbooks -hard 
bound 79' 150 48,560 
Teachers editions 57,890 68,905 1,595 41 '800 45,635 1,330 
Textbooks-paper 
bound 4,705 4,940 6,525 12,540 13,175 15,350 
Sub-Total textbooks 62,595 73,845 87,270 54,340 58,810 65,240 
Workbooks 25,370 29,350 34 '735 59,690 67,475 7 3, 120 
Objective Tests 470 680 1,055 7,830 9,685 15,100 
Manuals, etc. 1,065 875 940 
Total Elem. 89,500 104,750 124,000 121,960 135,970 153,460 
Hi~h School 
Textbooks -hard 
bound 34,640 44,375 59,295 15,295 18,300 22,210 
Textbooks-paper 
bound 670 890 1,140 915 1,085 1,280 
Sub-Total textbooks 35,310 45,265 60,435 16,210 19' 385 23,490 
Workbooks 6,475 7,490 9,765 8,355 9,080 10,730 
Objective Tests 195 295 495 480 655 945 
Manuals , etc. 120 100 205 
Total Hiih School 42,100 53,150 70,900 25,045 29, 120 35,165 
Source: Adapted from Annual Survey of Textbook Publishing Industry, 1959, 
Table 10, courtesy American Textbook Publishers Institute. 
From Table II it will be noted that for 1958 there was a total sales 
volume of $194,900 for elementary and high school texts together with 
workbooks, objective tests and manuals. Of this total sales volume the 
elementary textbooks accounted for 63.6 per cent and of the total units 
sold, 81.3 per cent. 
The company for which this study is being prepared will enter 
this field, and to some degree, the secondary field. In addition to 
building books, there is the unique situation of having to publish these 
far in advance of actual sales. There is an inventory problem that re-
sults from the seasonal character of the buying. Books must be avail-
able to fill needs that are the highest at the close of the school year, 
when the bulk of purchase orders are processed. Also, sizable inven-
tory is required for replacement over a period of years. Fortunately, 
unlike a contemporary best seller which may have its largest sale in a 
few months, the life of an eslablished text can be forecast for a period 
up to fifteen years which, in some measure, justifies the huge initial 
costs. 
INVESTMENT APPRAISAL 
On November 12, 1959, Standard and Poors issued a special in-
dustry report on textbook publishing with emphasis on the investment 
outlook. A summary of these findings indicates favorable factors: 
The growth aspects of the textbook are well defined being 
based on population trends and the bearing these have on 
school enrollment, which can be estimated with some de-
gree of accuracy. Projections along these lines reveal 
a sound potential for textbook publishers. For the years 
ahead they suggest progressive volume and earnings free 
of cyclical interruptions. In inve strnent terms, the indus-
try might be characterized as a growth industry. 
The textbook industry, a relatively small but fast growing 
segment of the national economy, gives every indication of 
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growing over the next decade because of marked increase 
in enrollment and educational expenditures of all types, in-
cluding construction, of 20 billion dollars, which represents 
6% of consumer disposable income ••• Forms of competition 
include better presentation of material, more color work, 
more diagrams, more plastic inserts, closer pricing ••• Al-
though competition does not take the form of destructive 
price cutting, more revision of books, better and more dis-
tinctive teachers manuals as a guide to a given text, dis-
tribution of magnetic tapes, and other teaching aids are 
means of meeting competition. 27 
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In making an appraisal of the basic factors that will influence sales 
growth in the immediate future, the following four considerations seem 
most prominent: 
1) School enrollments 
2) Changes in dollar book sales per student 
3) Growth of paper-bound supplements 
4) Growth of educational TV 
ENROLLMENT EXPLOSION 
In consideration of the increase in school enrollments an impor-
tant factor is the longer period that youngsters are attending school. 
This suggests an improved economic picture, and certainly, a growing 
awareness of the leaders in government and industry, as well as the 
average citizen, that full development of the brain power of the youth of 
this country is indispensable. 
Several agencies have conducted research in forecasting increases 
in school enrollment. The United States Bureau of Census, the National 
Educational Association, the Committee for Economic Development have 
all made projections. The writer is indebted to George D. Gilbert of 
27. 12,p.l. 
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Prentice-Hall, Inc. for furnishing one of the most comprehensive sur-
veys of anticipated enrollment increase. His comments add to the sub-
stance of the presentation. 
TABLE III: ELEMENTARY SCHOOL ENROLLMENT 
PUBLIC AND PRIVATE-- 1955 - 1970 
ProJection A-1 
( 1) (2) ( 3) ( 4) 
Population Percent of Enroll- Enroll-
5 - 13 ( 1) ment ment 
Year (millions) enrolled (millions) 1958=100 
1955 28' 101 96. 4o/o 27,086 90 
1956 29,224 95.6 27,927 93 
1957 30,062 96.7 29,072 96 
1958 31, 147 96.9 30' 175 100 
1959 32,354 97.0 31,383 104 
1960 33,607 97.1 32,632 108 
1961 33,838 97.2 32' 890 109-110 
1962 34,488 97.3 33,556 111-112 
1963 35' 105 97.4 34' 192 113-114 
1964 35,779 97.5 34,885 116-117 
1965 36,377 97.6 35,504 118-119 
1966 36 '934 97.7 36,085 120-121 
1967 37,426 97.8 36,603 121-122 
1968 37,879 97.9 37,084 123-124 
1969 38,347 98.0 37,580 125-126 
1970 38,929 98.1 38' 189 127-128 
Courtesy: Prentice-Hall Statistical and Research Department. 
TABLE III A:HIGH SCHOOL ENROLLMENT 
PUBLIC AND PRIVATE -- 1955 - 1970 
ProJection A- 2 
( 1) (2) ( 3) ( 4) 
Population Percent of Enroll- Enroll-
14 - 17 ( 1) ment ment 
Year (millions) enrolled (millions) 1958=100 
1955 9,241 86. 1 o/o 7,961 84 
1956 9,548 89.5 8,543 90 
1957 10,176 88.0 8,956 95 
1958 10,635 89.2 9,482 100 
1959 10' 99 3 89.3 9,817 104-105 
1960 11 '204 89.5 10,028 106-107 
1961 12,107 89.7 10,860 115-116 
1962 12,900 90.0 11,610 122-124 
1963 13,710 90.3 12,380 131-133 
1964 14,332 90.6 13,@4l 138-140 
1965 14,482 91.0 13,121 138-141 
1966 14' 535 91.4 13,285 140-143 
1967 14,821 91.8 13,606 143-146 
1968 15,226 92.2 14,038 148-151 
1969 15,570 92.6 14,418 152-155 
1970 15,875 93.0 14,764 156-160 
Source: Same as Table III. 
TABLE III B:COMPARISON OF ESTIMATED GAINS 
IN ELEMENTARY & HIGH SCHOOL ENROLLMENT -- 1958-1970 
Projection A- 3 
Elemen-
tary High 
Year School School 
1958 100 100 
1960 108 106-107 
1962 111-112 122-124 
1964 116-117 138-140 
1966 120-121 140-143 
1968 123-124 148-151 
1970 127-128 156-160 
Source: Figures are index numbers ( 1958= 100) based on data in 
Tables III and III A. 
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For reference the writer has indicated the Prentice-Hall projec-
tions as A-1, A-2, A-3. In commenting on these projections Mr. Gilhert 
has written: 
Projection A-1. .•• projects elementary school enrollment 
(public and private) through 1970. 
Column 1 indicates the latest Census Bureau projections 
of the population in the 5 through 13 year age groups. 
Since recent population forecasts have been consistently 
below actual results, the estimates giving the next to the 
highest projection (Series II) has been utilized from 1963 
on. 
Column 2 shows the percentage of the population in the 
relevant age groups enrolled in elementary schools. This 
percentage has been slowly increasing, and is projected 
to continue to rise at the rate of 0. 1 percentage points 
per year. 
Column 3 indicates the resulting probable enrollment 
through 1970. 
Column 4 shows these enrollment projections as index 
numbers with the 1958 figure taken as the base of 100. 
Because of the historical bias toward underestimation of 
population growth, and because compulsory universal pri-
mary education may spread even faster than the rate of 
growth assumed in Column 2, an additional range spread 
of one percentage point has been added onto these index 
numbers in Column 4. 
ProjectionA-2 •••• performs the same job as ProjectionA-l 
for the high school age groups 14 through 17 and for high 
school enrollment {public and private). 
The chief difference between the two projections is that the 
rate of increase in enrollment is projected at a much 
faster pace for the high schools than the elementary 
schools -- from an increase of 0. 2 percentage points per 
year in the next few years up to an increase of 0.4 percen-
tage points per year at the end of the decade. 
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Because projections of growth rates in high school 
enrollment are more uncertain than for elementary 
school enrollments, it is appropriate to put a range 
of from 1 to 4 percentage points on the projected in-
dex numbers in this table. 
Projection A-3 •••• is a summary comparison of es-
timated gains shown in the previous two projections 
for elementary and high schools. 2 8 
Although of not immediate concern in this study a projection of 
college enrollments contains further evidence of the enrollment explo-
sion. The present estimated enrollment at the college and professional 
school level is 9,605 ,000. In 1970 it is estimated the college enroll-
29 
ments will have increased to 14,57 3, 000. There is full indication here 
of added opportunities for publishing of college texts, should the com-
pany under consideration enter this field at a subsequent time. 
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There are still further areas of educational growth. These inclu-
de the extension of public junior colleges, adult education, organized 
study groups plus sky-rocketing increases in education within industry. 
Dr. Harold F. Clark in his publication, How Much Can the People of the 
United States Afford to Spend on Education?, estimates that today in the 
four educational systems 99, 387,000 people are enrolled, subdivided as 
30 
follows: 
Regular school systems 





30. 15 and 14. 
.••••••• 41,366,000 
• • . • • • 5,000,000 
•••.•• 48,521,000 
• • • • 4,500,000 
In the publication of the Committee of Economic Development, 
We Can Have Better Schools, the following has been noted: 
•••• Eleven million more boy:s and girls were in school 
in 1959 than in 1947 -- an increase of 46o/o in a dozen 
years. Public school enrollments increased by an aver-
age of 581,000 a year during the five school years, 1947 
through 1952. The average annual increase jumped to 
1, 150,000 during the next eight years. The rise began, 
of course, in the elementary grades; recently high school 
enrollments have begun to accelerate while the rate of in-
crease in elementary schools has lessened. 
A higher proportion of children of school age (5 to 16-17) 
are in school now than were in 19 50. This is true of all 
age groups, but schools have especially accepted more 
young children and held more older children. In 1950 
about five of every ten 5-year-olds were in school; in 
1958 six of every ten were in school. Seven of every ten 
boys and girls 16 and 17 years old stayed in school in 1950; 
eight of every ten stayed in 1958. 
Not only more children but a higher plt!GJportion of children 
are goi~ to school today than before enrollments began to 
climb. 
This report has likewise commented on the growing per cent of 
the nation's resources, which is being expended on education. This 
should prove to be an encouraging factor in making available a larger 
percentage of the school budget for textbooks. 
Schools now get a larger share of the nation's resources 
than at any time during the last three decades. In 1958-59, 
school expenditures accounted for 3. 10 per cent of the 
gross national product, compared with pre-World War II 
percentages of about 2. 4 per cent and with a war-time low 
of l.Z 1 per cent. 32 
31 • 16 • pp. 4- 5 • 
32. 16, p. 7. 
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The book sales per student will be discussed in some detail in 
Chapter IV. As will be shown the limited book sale per student pre-
sently is a restrictive factor in the growth of the industry. Also, it is 
far less than the demands which do exist for replacement and new texts. 
One of the most rapidly growing sections of book publishing is 
represented by the rrpa ;?erbacks. 11 C. E. Holgerson, President of 
McCormick-Mather s Publishing Company predicts: 
The growth of "Pa CJerbacks" and the workbook, or students 
manual, will develop a trend, which will mark the "Soft-
Back 60's." Further, wider use of Paperbacks will make 
it possible for each pupil to have a fresh, up-to-date, 
germ-free book is sued to him alone •••• 50 per cent of all 
school textbooks will be paper bound within a decade. 33 
The statistics of the Hunt Report for 1958 would in a very full 
measure substantiate Mr. Holgerson's predictions. Of a total volume of 
195 million dollars of sales in the elementary and high school field, 53 
million dollars, or approximately 27o/o, represented sales of Paperback 
textbooks, workbooks and manuals. In 1953 the sale of Paperbacks rep-
34 
resented 16% of total sales. 
It is important that the marketing man be attuned to this develop-
ment of the growth and acceptance of Paperback texts by the school 
field, in order to keep his editorial department properly appraised. 
To maintain a competitive position a new publishing enterprise would 
not wish to concentrate on casebound books when the market may be 
33. 17' p. 42. 
34 • 18 ' p • 1 0 • 
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tending towards softbound editions. 
Within recent years, the Ford Foundation and the United States 
Office of Education, under the provisions of the National Defense Edu-
cation Act, have sponsored pilot activities preparatory to launching a 
program of instruction centered in the Ohio /Indiana area, as an ex-
periment in teaching by airborne TV. This new instructional media 
undoubtedly will make some impact on_ education, and certainly, will 
require an application of the existing textbooks, to assure these are 
effectively related to the new instructionaL material. This is a further 
educational development that presents a challenge to the marketing de-
partment to so evaluate educational needs that their company will keep 
abreast of the changing requirements which the introduction of new 
. . 1 d' 1 35 1nstructlona me 1a may promote. 
In assessing these developments each publisher must consider 
the desirability of being an innovator. Innovation costs money ••• few 
publishers can be gamblers. There is logic, however, in being some-
what in the lead with material prepared to meet changing educational 
needs. New material can provide good "sales ammunition." William 
Scramm stated in his interesting commentary on educational publish-
ing, "Ideally the publisher should be just ahead of the demand, but 
36 
not enough that the reader cannot catch up." 
35. 19 ' pp. 1-5. 
36. 11' p. 133. 
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THE IMAGE OF THE CONTEMPORARY PUBLISHER 
From a review of these general statements that relate to con-
temporary publishing, several points do stand out. The publisher to 
succeed must be a versatile and agile operator. From a conventional 
background of former teacher, educational salesman, or in the in-
stance of this study, a printer, he must be capable of carrying out a 
large assignment. He must necessarily be conservative as the profits 
are not large. He must be a capable businessman and likewise an edu-
cational soothsayer in predicting demand. He must have faith in the 
values of American education and the American private enterprise 
system. Beyond this he is identified with a fairly stable industry that 
has the growth factors mentioned. 
SHORTAGE OF TEXTBOOKS 
In an address delivered at Atlantic City, New Jersey, February 16 
of this year, at the conference of the American Association of School Ad-
ministrators, Dr. Austin McCaffrey pointed out that schools in the 
United States are more than 750 million dollars short of recommended 
levels of textbook supply, based on standard sets for replacement of 
old books and increases in enrollment. He further stated: 
It is shocking to realize that pupils in school today have 
fewer textbooks than those who were in school ten years 
ago. Only $4.50, or approximately one per cent of the 
school budget is currently allocated for text material. 
This is a major concern of the publisher as he attempts 
to provide a vast array of up-to-date books. 37 
Chart C adds visual emphasis to the comments of Dr. McCaffrey: 

















Source: Educational Publishing, 1959, American 
Textbook Publishers Institute. 
Certainly, for the sales department of a newly-formed company 
a challenging job lies ahead. In presenting the following analysis of the 
New England market and a program for the initial penetration of this 
area, this background material should have added significance and be 
of some value in gaining further insights for effectively launching a new 
undertaking. 




AN EXPANDING MARKET FOR TEXTBOOKS 
New England comprises 63,206 square miles or, including our 
new states, Alaska and Hawaii, less than 2% of the nation's land area. 
It does account for 6. 1% of the nation's population and 6. 2% of the 
38 
country's income. Although there have been marked fluctuations in 
particular segments of the New England economy, this area has long 
been recognized and, today, especially as having a standard of living 
above the national average. The area is an important site of higher 
learning. If a relationship is to be determined between economic pro-
gress and educational expenditures, the comments in the report to the 
President on the New England economy present pertinent observations. 
The quality of New England's education depends in part 
upon the economic capacity of the region to support it. 
In this respect, New England has a great advantage. 
For example, its income per capita per day of student 
attendance in public schools is about three times that 
of the six most important industrial rivals in the South 
and one-third higher than that for the whole country. 
Large per capita incomes, relatively small proportion 
in the school-age population, and a greater than average 
dependence on private schools (inclusive of parechial 
schools) account in part for the relatively small burden 
of public school education on government in New England. 
Thus, the unweighted arithmetic mean for public school 
enrollment to members of school age was 72.5 per cent 
for New England and 85. 6 per cent for the six industrial 
38. 21. 
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southern states and 81.6 per cent for the nation. 
It does not follow that, because New England's capacity 
to support public education exceeds the national average, 
educational standards are necessarily correspondingly 
higher. Much depends upon the educational effort ••• Ap-
parently the poorer states made up in part for their re-
source deficiency and lower income by spending a larger 
part of their income for education. This is also evident 
in the larger proportion of state and local revenues de-
voted to public education in the South and in the nation 
than in New England. In fact, Connecticut and Massachu-
setts are tied for last place in the proportion of income 
represented by revenues from state and local goverrunent 
for public education. 39 
The educational ranking of the New England states--both as a 
region and as contrasted with other states of comparable population--
is presented in Table IV. Whether this classification of information 
has significance for the marketing man will be shown more clearly in 
later chapters. The material is provided primarily as background in 
analysing the broad conditioning factors of the market potential. A fur-
ther comparison as to expenditures for textbooks will be made in 
Table IX, presenting a parallel between the New England states, five 
other states and the District of Columbia, based on total enrollments 
as a controlling criteria. 









TABLE IV: EDUCATIONAL RANKING 
NEW ENGLAND AND COMPARISON STATES 
Population 2 
Population 1 
in thousands Ranking State in thousands 
1955 1955 
2,209 7 Kansas 2,060 
920 38 Utah 799 
4,820 8 Indiana 4,335 
553 26 Idaho 609 
827 12 Arizona 1,031 
366 37 Delaware 396 










Source: U. S. Office of Education, Bureau of Census, N .E.A. Research Bureau, 
also Department of Education, Lincoln Library, page 1666. 
lu. S. Bureau of Census, Current Population Reports, Series P. 25. 
2Relative ranking including all states. 
Special Note: The above table is an adaptation of statistical material prepared 
by Dr. James Byner, University of Cincinnati. The analysis is based upon quan-
titative factors; i.e. current expenses per pupil in average daily attendance, 
average days in session per year, and hlne other factors. The results do not 
represent the qualitative character of the school systems and should not be so 
interpreted. 
There are added regional characteristics relating to education 
in the New England public schools that do have an influence on dis-
tribution considerations of which a marketing man should be cognizant. 
REGIONAL INFLUENCES 
One of the recognized considerations of the slowly evolving edu-
cational pattern is the resistance to change; also, there is a pendulum 
movement, so apparent today in the re-emphasis on core education to 
the exclusion of some of the "frills." New England can be character-
ized as evolving in the educational development somewhat as a laggard, 
particularly northern New England. Communities have been reluctant 
to accept the concept of the consolidated or regional school. This 
factor was highlighted in the report to the President on the New England 
economy. 
We urge that leadership in educational circles give 
more attention to the development of regional and com-
munity institutions of learning which directly serve the 
community and region, as well as the nation. 40 
In 1950, Massachusetts had no regional high schools. Today 
41 
there are 23 with 7 more under construction and 10 being planned. 
Connecticut has made some progress in establishing regional high 
schools. In northern New England and Rhode Island there is still a 
vast need for consolidated schools. 
40. 22, p. XXXV. 
41. 23, p. 4. 
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The general supervision by state boards of education is limited. 
Communities are conscious of local autonomy in matters relating to 
education. It can be argued that traditional practices and narrow vision 
have made education more costly and less efficient. Conversely, there 
may be less bureaucracy, more administrative discretion at the local 
level and the perpetuation of the "little red school house" may be a 
positive influence in the indoctrination of the spirit of democracy al-
though expensive to maintain. 
FACTS AND FIGURES 
OF THE NEW ENGLAND PUBLIC SCHOOL MARKET 
Today, education is big business. Preliminary estimates of 
total expenditures in 1959 for education in our public schools exceeds 
42 
15 billion dollars. Over 40 million youngsters nationwide are being 
educated in approximately 150,000 schools in 50 states. One out of 
every four of the entire population is presently enrolled in some type 
of school. The elementary school enrollment has increased by 10 
43 
million since World War II. What portion of these students is attend-
ing New England schools? Table V gives this breakdown. 
42. 24, p. 4. 
43. 25. 
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TABLE V: PUBLIC SCHOOL ENROLLMENT - 1955-56 
(In thousands) 
Popula-
State tion Elementary Secondary Total 
Conn. 2,209 311 78 389 
Maine 920 141 36 177 
Mass. 4,820 582 184 766 
N.H. 533 70 20 90 
R. I. 827 92 25 117 
Vermont 366 56 15 71 
Total 1,252 358 1 '610 
Source: Biennial Survey of Education, Chapter 2, U. S. 
Office of Education, 19 59. 
Latest estimates of enrollment figures indicate for 1960 a total 
school enrollment of 42,700,000 -- divided between elementary students, 
44 33,460,000 and secondary, 9, 240,000. 
Based on the projections contained in Tables III and III A with 
reference to Table Van estimate has been made of the New England 
public school enrollment for 1960 of 1, 9 38, 000 -- with 1, 487, 000 attend-
ing elementary school and 451 , 000 attending high school. 
Chart D gives a projection of the anticipated enrollment explosion 
44. 13. 
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through 1970. In this decade there is indication that total school en-
rollment in New England will increase by 507,000, or approximately 
26 per cent, represented by increase of elementary school pupils of 
276,000 (19 per cent gain) and high school pupils, 231,000, an in-
crease of 51 per cent in this category. 
In making this projection it is recognized that historically in 
New England total population growth is somewhat below the national 
45 
average. Also, there is a factor of migration from this area. The 
projection does give ample evidence that in this area, as throughout 
the United States, there is an ever-expanding market. 
45. 26, pp. 90-91. 
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CHART D: PROJECTED ENROLLMENT- N1 E.PUBLIC SCHOOLS 
ELEMENTARY AND HIGH SCHOOL 
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Source: Biennial Survey of Education, Chapter 2, Office of Education, 
U. S. Department of Health, Education and Welfare and Projection for 
New England based upon data from Table 
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Of marketing significance, an estimated 1, 9'32, 000 children of 
school age attend 6, 075 schools in 1, 55Z school districts in the New 
England states. Table VI gives by the state the distribution of school 
districts, total number of administrators and schools. 
TABLE VI: ADMINISTRATIVE DISTRICTS AND SCHOOL UNITS 
Local Elementary Secondary Total 
State Districts Supts Schools Schools Schools 
Conn. 174 115 754 161 915 
Maine 498 114 1,109 228 1,337 
Mass. 351 233 1,722 521 2,243 
N.H. 229 48 425 91 516 
R. I. 40 39 293 66 359 
Vermont 260 53 625 80 705 
Total 1,552 602 4,928 1,147 6,075 
Source: Biennial Survey of Education, Chapter 2, 1959, U. S. Office 
of Education, Directories of State Departments of Education. 
Unlike many areas of the country, all New England communities 
do enjoy complete local autonomy in textbook selection and purchase. 
The further implications of this traditional practice will be developed 
46 
in Chapter V. A comparison with selection procedures existing in other 
states will be made to highlight this regional condition that character-
izes New England, particularly. The factor of complete local discretion 
in purchasing does have a direct influence on the marketing problem and 
does necessitate incisive understanding of local interests and possible 
prejudices. How large and how responsive is this New England mar-
ket? 
TABLE VII: EXPENDITURES FOR TEXTBOOKS, GRADES 1-12 
BY NEW ENGLAND PUBLIC SCHOOLS - 1956 & 1958 
(In thousands of dollars) 
State 1956 1958 
Connecticut 1,772 2,179 
Maine 733 863 
Massachusetts 2,952 3,749 
New Hampshire 325 436 
Rhode Island 463 561 
Vermont 238 306 
Total 6,483 8,094 
Source: Biennial Report of Education, U. S. (for 1954-56), 
Chapter 2, U. S. Office of Education, 1959 and Reports fro:J;n 
Research Directors, State Boards of Education. 
46. 27, Chapter IV. 
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Table VIIpresents total expenditures by the public schools of New 
England for textbooks for the year 1955-56 and 1957-58. The material 
presented therein represents available source data from the United 
States Office of Education for the year 1955-56 and the later figures 
have been obtained directly from the various state departments of edu-
cation. 
In analysing these totals it should be considered that these are 
assembled from hundreds of reporting communities. In some instances 
local school districts do not maintain strict budgets. Expenditures for 
texts may be included in budgets for instructional material and as re-
ported to state departments may be estimates. There is further likeli-
hood that these totals as released by state departments contain esti-
mated data of the information if not forthcoming at the local level. 
Between 1956 and 1958 there was an increase of $1,611,000 in 
expenditures for textbooks by the New England public schools. A later 
comparison will be made on the significance of this increase as it re-
lates to the increase nationally. (page 55) 
52 
This study relates particularly to the expenditures by public 
schools. There exists also a growing market in non-public schools, in-
eluding both church and non- secular private schools. The estimated 
47 
enrollment in these schools for New England is 390,000. Some of the 
larger companies maintain departments for special promotion in non-
public schools, together with having available texts that have been ex-
pecially prepared for their curriculum needs. This market will be 
entered but only in a small measure at the outset. Expenditures by 
this market will be included in Table VIII 
Table VII has presented total expenditures for textbooks by New 
England schools on the basis of public documents and survey information 
received directly by the writer from various state departments. To 
substantiate this information and amplify it Table VIII , based on 
the Annual Survey of the Textbook Publishing Industry, 1958, gives a 
53 
complete analysis covering all sales including sales to non-public schools. 
Direct reports of the member and non-member publishers are the basis 
for this statistical information. For the purpose of this study the rna-




TABLE VIII: PUBLISHERS ELHI TEXTBOOK SALES, NEW ENGLAND, 
STUDENT ENROLLMENT AND SALES PER STUDENT 
Index nos. Student Sales per 
Net Sales 1946-50=100 Enrollment Student 
Thou$ $ total Thou 
State Aver. 1958 for U.s. Industry $ Array $ Array 
Conn. 890 2,712 1.4 305 535 28 5.07 18 
Maine 466 1,084 .6 233 223 38 4.86 21 
Mass. 1,901 4,880 2.5 257 1' 111 9 4.39 35 
N.H. 254 596 .3 235 133 45 4.48 30 
R.I. 276 782 .4 283 186 39 4.20 38 
Vt. 208 447 .2 215 95 46 4.71 23 
N. E. 10,501 5.4 254 2,283 4.62 
Totals 
u. s. 184,895 100. 249 40,673 4.55 
Totals 
Source: Adapted from Table 8- -Annual Survey of Textbook Publishing Industry-
by permission American Textbook Publishers Institute, 1959. 
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TABLE IX: PUBLISHERS TOTAL ELHI SALES FOR SELECTED 
COMPARISON STATES 
Index nos. Student Sales per 
Co:r;n- Net Sales 1946-50=100 Enrollment Student 
pari son Thou$ $ total Thou 
States Aver. 1958 for U.s. Industry $ Arrax: $ Array 
Conn. I 890 2,712 1.4 305 535 28 5.07 18 
Kansas 1,102 2,379 1.2 216 524 29 4.54 27 
Maine/ 466 1,084 .6 233 223 38 4.86 21 
Utah 359 1,228 .6 342 229 37 5.36 12 
Mass. I 1 '901 4,880 2.5 257 1' 111 9 4. 39 35 
Indiana 2,360 7,693 4.0 326 1,106 10 6.96 1 
N.H. I 254 596 .3 235 133 45 4.48 30 
Dist. of 
Columbia 383 676 • 3 177 139 44 4.86 20 
R. I. I 276 782 .4 235 186 39 4.20 38 
Idaho 408 951 .5 233 167 40 5.69 4 
Vt. I 208 447 .2 283 95 46 4.71 23 
Del. 154 525 .3 341 93 47 5.65 5 
N. E. 
Totals 10,501 5.4 254 2,283 4.62 
Comparison 
Totals 13,452 6.9 272 2,258 5.51 
Source: Same as Table VIII. 
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A study of Tables VII, VIII & IX indicates that expenditures for text-
books by New England schools have increased at a rate of approximately 
11.5% between 1956 and 1958. This compares with a national average 
increase during the comparable period of 11.25%. For 1958, the New 
England states accounted for 5. 4% of total sales nationally. Connecticut 
had the highest average of sales per student, $5.07. Rhode Island had 
the lowest average expenditures per student, $4.20. The average ex-
penditures per student for the New England states was $4.62. This 
amount exceeded the national average of $4.55. Massachusetts ranked 
ninth in school enrollment and thirty-fifth nationally in expenditures per 
student. Connecticut ranked twenty-eighth in school enrollments and 
eighteenth in expenditures per student. 
There is a significant difference between the totals as presented 
in Tables VII, VIII & IX. This difference ofapproximately2 1/2 million 
dollars represents in a large measure purchases by non-public schools. 
Likewise, to a minor extent, there may be a difference in the interpre-
tation of expenditures by public schools. Some communities purchase 
workbooks and other expendable printed text material from the instruc-
tional material budget rather than the textbook account. Tables VIII & IX 
include the sales of workbooks in the totals as given. 
An analysis of this data gives assurance that New England is a 
growing market and its percentage of expenditures is fractionally above 
national averages •••• yet, compared with other states and the District of 
Columbia, which have been chosen for this comparison due to com-
parable enrollments, some wide differences are immediately apparent. 
In studying the data contained in Table IX it will be noted that 
Indiana with a total school population closely approximating that of 
Massachusetts leads the country in expenditures per student of$ 6. 96 
-- whereas Massachusetts ranks thirty-eighth. Likewise, Utah, the 
District of Columbia, Idaho and Delaware all exceed in sales per stu-
dent the New England states with which a comparison has been made. 
Connecticut still stands out as a leader for New England and exceeds 
the expenditures per student made by Kansas. 
In selecting the various states and the District of Columbia for 
comparison purposes, the sole criteria has been areas with comparable 
enrollments. There are other criteria which would likewise be of some 
significance in making any comparison. This data should prove of 
value as a market program is expanded into other areas. 
57 
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In Table X specific data is presented as to expenditures 
by selected cities with populations of 1, 000 or over, 25,000 or over, 
and for other selected categories. 
TABLE X: CURRENT EXPENDITURES PER STUDENT FOR TEXTBOOKS 
SELECTED URBAN SCHOOL SYSTEMS -- 1957-58 
City GROUP I 
U. S. Median 













New England Median 
City GROUP II 
U. S. Median 
















New England Median 




























City GROUP III Population 10,000-24,999 
U. s. Median 3.68 
North Atlantic Median 4.68 





Maine Auburn 4.70 
Augusta 5.57 
Bath 4. 30 
Biddeford 4.22 
Mass. Clinton 2.54 
Danvers 6.07 
Greenfield 8.50 
North Adams 3.76 
Northbridge 3.90 
Winchester 5.89 





R.I. Bristol 5.89 
Central Falls 6.53 
Cumberland 3.95 
Vt. Barre 2.89 
Brattleboro 3.40 
Rutland 2.49' 
New England Median 4.31 
City GROUP IV 






















New England Median 




















Source: Adapted from Current Expenditures per Pupil in Public 
School Systems, Urban School Systems, 1957-58. U. S. Depart-
ment of Health, Education and Welfare, Office of Education, 19 59. 
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An analysis of this data readily indicates that purchases by the 
school departments in various groups generally exceed the United States 
median throughout and the North Atlantic median for Groups 1 and 2. It 
is of marketing significance that the expenditures per student for towns 
and cities with populations of 25,000-99,999, the New England median 
of $4.61 is the highest for all groups and exceeds both the United States 
and North Atlantic medians. 
The Massachusetts Teachers Association has recently conducted 
a survey of public high schools in Massachusetts. One area for compari-
son is the expenditures for textbooks. The results are as follows: 








The range is too great for significant analysis. There is indication 
that the very small high schools do have lower expenditures for textbooks, 
which confirms the earlier statement that small high schools are not ef-
. 48 fectlve. 
A recent publication of the American Textbook Publishers Insti-
tute, Planning Your Textbook Budget, as a means of guidance for school 
administrators and those responsible for school textbook budgets, sets 
forth representative kits of books for various grades and the cost for 
providing these. Excerpts from this publication are presented in Ap-
pendix A. A recommended budget for the second grade is $6.03 per 
49 
student, forthe sixth grade, $9. 76. There is an obvious substantial 
48. 23. 
49. 29, pp. 14 and 16. 
gap between expenditures per student and these suggested and desired 
levels, to assure that students and teachers are adequately equipped 
with up-to-date text material. The inadequacy of present expenditures 
is a prevalent characteristic of the market and is a continuing factor, 
which must be dealt with in serving this market. 
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CHAPTER V 
SELLING THE MARKET 
In earlier chapters factors of a national andr egional nature in-
fluencing education and the significance of these for the marketing ex-
ecutive have been presented. The broad potential of the New England 
market has been established to some extent through an analysis of re-
cent expenditures for textbooks. The desired objectives for properly 
equipping the student with an adequate supply of textbooks have been 
indicated. 
An important area remaining to be discussed is the channel and 
the means by which the textbook moves from the publisher's inventory 
to the classroom. 
ENTER THE PROFESSIONAL BOOKMAN 
Beginning with the era of the Yankee Peddler textbooks have 
reached the market largely through individual sales effort. The con-
temporary textbook publisher depends on a well-trained field sales or-
ganization to get his products sold. There has been evolving the image 
of the present-day professional bookman. He is the successor to the 
agent peddler type of earlier days and the school bookman of the late 
Eighteenth and early Nineteenth Century. Today, he enjoys the confi-
dence of those he serves and is considered a "fellow educator" by those 
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with whom he is in daily contact in promoting his "line. 11 It was not 
always so. 
COMPETITION IN TilE MARKET PLACE 
To understand and more fully appreciate the present recognized 
high standing of bookmen, it is of interest to contrast the mid-twentieth 
century bookman with his counterpart in the years following the Civil 
War. At about that time, there was an influx of new publishers and a 
severe competitive situation followed, which precipitated the worst 
kind of practices -- price cutting, ruinous trade agreements, reports 
of bribery to officials for selecting particular textbooks. J. C. Barnes, 
one of the leading publishers of that time ivas influenced by others in the 
industry to see if these practices could be checked. He undertook some 
constructive steps in that direction and in 1870 reported: 
The School Book Publishers Board of Trade with consti-
tution and by-laws was regularly launched •••• As it was 
claimed that the school-book agent was mainly responsi-
ble for this unfortunate and ruinous condition of the trade, 
the severest criticism of his character was expressed by 
all interested parties, with few exceptions. By the first 
of July following every house had agreed to withdraw all 
travelling agents and conduct their introductions wholly 
by correspondence from home and branch offices. 5 0 
This plan was followed for a short period only. It was quickly 
realized that the selling of textbooks required then, as it does today, 
direct, personal representation. It should be appreciated that the mar-
50. 3, p. 53. 
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ket for textbooks is almost exclusively in schools and colleges. In this 
limited specialized market there is bound to be keen competition. 
At about the time of the turn of the century there was a strong 
movement towards merger and domination of the industry by a "text-
book trust." This was an obvious attempt to control or eliminate com-
petition. In the 189 0 1 s, an of> server of that period has said, "The Syn-
dicate of Four then became known as the Textbook Trust. At the height 
of its career, I am told, the 'book trust' controlled 9 3 per cent of the 
51 
nation's school book business." This monopolistic control did not last 
for long. New companies were formed and several, who had "sold out", 
wentback into the business. From that time until recent years there 
have been few giants of the industry. Within the past five years there 
have been some mergers of small companies with their bigger brothers, 
which reflects the general business climate. 
Today, educational publishing is still characterized by strong 
competition, yet there appears to be a growing common bond of inter-
est and sharing, which is evidenced by the activities and programs 
sponsored in mutual interests by the American Textbook Publishers In-
stitute. This organization was formed in 1942. Another industry group 
is the Professional Bookmen of America. This latter organization is 
made up almost exclusively of field men, sales managers, and in some 
instances, editors. It was founded in 1947 and has a present member-
ship of approximately 700. The objectives of both of these "trade" 
51. 3, p. 56. 
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groups are presented in Appendix B. 
MORE ABOUT THE BOOKMAN AND HIS RESPONSIBILITIES 
Earlier mention bas been made of the importance of the line of 
communication between the bookman and the editorial department. In 
observing educational needs and in funnelling this information to editors 
for review, be provides a valuable marketing function. New material 
adapted to changing needs is the likely ol!ltgrowth of this activity. The 
role of the salesman in this capacity is a distinguishing aspect of his 
activities. Acting as a creative "scout" in spotting educational needs 
is obviously collateral to his main business of selling textbooks, yet it 
is most important to the present and future growth of the industry. 
From his daily work be is able to communicate what is going on today 
in the schools and what is likely to go on five years from now. What 
type of man (or woman) is the bookman, who presently number over 
52 
1, 000 tbro.ughout the country? 
A review of the background and accomplishments of this group 
readily establishes that they are specialists in their area of work. These 
men are a product of training and the experience of active work in the 
educational field. They can be considered highly-trained professionals. 
These are men who have, in a very large measure, entered the field 
of selling following a background in education, both as teachers and as 
administrators. They accomplish their work by extensive travel into 
52. 30' p. 3. 
66 
the populous and the most rural areas of their assigned territory. These 
"travelers" carry the message of the publisher into the offices of the 
Superintendents of Schools, Elementary Supervisors, School Principals; 
they visit the classroom teacher and others who have an influence in the 
purchasing process, and in so doing, also act as "service men" to help 
to acquaint the users with textbooks and their effective use. 
To direct the work of this professional group requires a full know-
ledge of the territory. The market itself is well defined being primarily 
public schools at the elementary and secondary level. There should be 
an insight and appreciation of the progress of the potential interest in 
purchasing, from the interview to the requisition and hoped-for purchase 
orders. As will be shown, it is frequently difficult to determine the in-
fluences that do prompt final choice. Countrywide there are significant 
differences in state control, as these may require purchases from "ap-
proved" lists, or may be a basic adoption state. As earlier pointed out, 
none of the New England states has this state control over textbook 
purchasing. It is of interest to this study, particularly in view of any 
expansion in the development of territory outside New England, to have 
added insights of these state controls with their significance in the mar-
keting of textbooks. The degree of this influence has been competently 
presented by Joseph J. Hall, Director of Curriculum, state of Oregon, 
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in his thesis which relates to this general area. 
Twenty-four States have other than State uniformity as far 
as the initial selection of textbooks is concerned. Of these, 
ten have complete local autonomy in the selection of text-
books--Maine, NewHampshire, Vermont, Massachusetts, 
Rhode Island, Connecticut, New York, Pennsylvania, New 
Jersey, and Colorado. 
Ten have local autonomy, but books adopted must be chosen 
from an open list of books or publishers theoretically ap-
proved by the State department of education or a similar 
agency--Ohio, Michigan, Illinois, Wisconsin, Minnesota, 
North Dakota, Wyoming, Mo.ntana, California--( secondary) 
and Missouri. 
Of the 24 so-called State uniformity States, 2--California 
and Arizona--adopt single basal books whose use is manda-
tory throughout the State •••• In the other 19 States-uniformity 
States--Oregon, Idaho, Nevada, Utah, New Mexico, Kansas, 
Texas, Oklahoma, Arkansas, Louisiana, Indiana, Kentucky, 
West Virginia, Virginia, Terinessee, South Carolina, Missi-
ssippi, Georgia, and Delaware--a multiple list in all or most 
subjects is adopted from which local school units select. All 
of the State-uniformity States adopt elementary and secondary 
books except California, Arizona, Nevada, Arkansas, and 
West Virginia which adopt for elementary grades only. 5 3 
The above is significant in that it restates the local autonomy of 
the New England area which pertains to the selection of textbooks. Also, 
it provides information of value in planning promotion in other areas. 
THE BOOKMEN SPEAK 
In light of these varied state-level influences, it should be of in-
terest for the bookmen active in different territories to speak for them-
53. 2 7 ' p. 69 • 
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selves. 
1) F. X. Bookman 
I work in what they call "open" territory. I don't have to 
worry about state-wide uniformity of adoptions. All I get is 
a hunting license. By that I mean that Philadelphia will list 
the books which the schools of Philadelphia can purchase. 
The listing is done of course by professional rating commit-
tees. If my book doesn't get on the list, I can't sell it. Once 
it is "listed," I use my hunting license and sell to the schools. 
I meet with teachers and supervisors mainly, and sometimes 
interview the principal who, I find, generally accepts the rec-
ommendations of his teachers and their committees. This is 
selling on an "open" basis. I may secure a big sale of a world 
history in one year, knowing that there will be no new purchas-
ing of that book--except for replacements--for three or four 
years. And so I wonder where I will pick up that amount of 
business next year. That's "open" territory for you, but I 
like it. 
2) Franklin Gothic 
I work in what is called "basal and exclusive 11 territory. 
That means that the educational laws of this State require all 
the schools to use the same book for each subject in each grade. 
The contract for purchase is usually for five or six years, so 
when I hit the jackpot I have a very substantial business. I 
know that the tendency now is to get away from "basal and ex-
clusive" adoptions and that my territory may veer toward the 
"hunting license" that Mr. Bookman was talking about, though 
it is likely that the intermediate stage described by Mr. Goudy 
in the following piece will come next. 
In my State, adoptions are basal and exclusive for the first 
eight grades; there is a multiple list of four books (four choices) 
for the high- school grades. Now, this is the way I have to work. 
The state board of education announces annually the subjects in 
which adoptions will be made. It appoints a textbook-rating 
committee, made up of professional educators. I have to go to 
see them individually in their homes or offices and talk about 
my books. Comes the time when they meet as a committee in 
the state capital. They list us book publishers alphabetically 
or in some other way for hearings. When my time comes, I go 
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in to make my final speech about my book or books. As 
a matter of fact this final speech is pro forma, because 
if I haven't made the case for my books up to this time, 
I'm lost. 
The textbook-rating committee selects the best four, 
in its judgment, of the textbooks submitted for each course 
in each grade. With great solemnity, they file their rec-
ommendations with the state board of education, which after 
due deliberation selects the one and only (except in the high 
school field where it must select the best four). Now, if I 
have been lucky enough to get a "basal and exclusive" in one 
of the first eight grades, there's no selling problem. But 
if I have been lucky enough to secure a place on the multiple 
list of four, I've got what really amounts to a hunting license 
and must get out and sell. It's a great business if you don't 
lose your strength. 
3) Harold ("Bold") Goudy 
My territory is very like Franklin Gothic 1s. I don't 
know why I was asked to write this peice, except that my 
"state-wide" uniformity territory differs in one ot- two re-
spects from his. In the first place, we don't have· a textbook-
rating committee and a state board of education. Our state 
board of education is the textbook-rating committee as well 
as the finally adopting authority. We usually have co-basal 
lists of two books in each subject for each grade. When I 
have made my case before the individual members of the 
textbook-rating committee (who are, as I have said, the 
state board of education), there's nothing more that I can do 
except to get out and sell. The state board of education has 
in its membership large city superintendents, small-town 
superintendents, principals, teachers of subject matter, and, 
ex-officio, the Governor of the State and the State Superin-
tendent of Education. I like the set-up in which the profes- 54 
sionally appraising authority is the finally adopting authority. 
The work o f the bookman is aided by demonstrators, usually re-
cruited from teaching. It is their responsibility to work with teachers 
and supervisors. From actual classroom observations they can learn 
what is not quite right with the books now in use and study carefully how 
54. 3, pp. 83-85. 
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to improve these books for the future or how to make better ones. 
It should be reemphasized that the editorial and sales functions 
of the publishing house cannot be readily divorced from one another. 
Surely the best book in the world is not a good textbook if no one buys 
and uses it. The careful team work of the editor, the author, and 
salesmen will help to underwrite success of the endeavor by publishing 
books that meet a need that exists, in a manner which will make them 
readily used, and to serve the objectives for which the book has been 
planned. 
SELECTION OF TEXTBOOKS 
There is a unique situation in the sale of textbooks which makes 
it differ somewhat from a product in the industrial or consumer mar-
ket. The ultimate user of the textbook is very likely not to be the one 
who chooses them, and the person who makes the selection is not the 
one who may be responsible for payment. It is the demanding job of the 
publisher to prepare books in such a way that a teacher will want them, 
the pupil will use them, and the board of education will pay for them. 
All of these factors have a direct implication for the person re-
sponsible for the marketing program. A marketing man must have an 
appreciation of the needs of students and the problems which exist. He 
must be acquainted with these day-by-day problems of the classroom 
as well as the classroom teacher. By so doing, the marketing man, 
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the salesperson now under his supervision, develop and maintain a pro-
fessional point of view. This, in a very full measure, will determine 
the success of this, or any other, publishing venture. 
In the short history of educational publishing, it could be added 
that in the Colonial period, and for many years thereafter, pupils 
brought to the classroom the books they found at home, so that they 
and the teacher would have books to use. Each pupil was given an as-
signment in the book he happened to have and the teacher heard the reci-
tation. At that time no problem of textbook selection existed. Much of 
the teaching was on an individual basis. Unfortunately, it meant edu-
cation for the few. 
With the increase in enrollments which, as we have already 
noted, is an important aspect in providing the growth of the publishing 
industry, and particularly with the expansion of universal free public 
education, there did result changes in the study program, improvement 
in teaching procedures, and separation of pupils into rooms and grades. 
These developments likewise suggested the desirability of having uni-
form textbooks in each grade. This resulted in more systematic teach-
ing and in more effective planning. 
As more schools came into being there were established school 
districts. The school district became the agency for selecting textbooks. 
The administration of districts developed in different manners. In many 
areas of the country they were formed around county lines, with a county 
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superintendent. Each state established a board of education which, in 
many areas, still has a strong influence in the selection of textbooks, 
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as already noted. 
From the outset, the selection and adoption of textbooks has 
evolved from a condition of better uniformity to uni.fied plans of city, 
town, county or statewide selection and adoption. Responsible leaders 
in educational publishing recognizing the utmost importance of the se-
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lection process of textbooks have made recommendations. First of all, 
these men believe that selection should be influenced by the classroom 
teachers, as these will be the ones who will be using the material and 
can be a good judge of the type of materials which will prove effective. 
Obviously there will be required some supervisory influence, to assure 
that selections will meet the basic objectives of the programing of school 
needs. Selection now usually is in the hands of committees directed by 
an administrative official. The following are "guide posts" that have 
been prepared by the publishing industry as a basis for effective selec-
tion by a textbook committee. 
1) The textbook committee should not be secret. 
2) The committee should be small. 
3) The committee's task should be kept within reason-
able bounds. 
4) The committee should be given adequate free time 
for a careful study of all the books in a particular 
field. 
5) A time schedule should be part of every procedure. 
6) Publishers should be notified of pending adoptions. 
7) Provision should be made for interviews. 
55 • 2 7 ' pp. 2 0- 2 6. 
56. 31. 
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8) Hearings may be desirable. 
9) Outside consultation should be sought only after 
prudent and discriminating consideration. 
10) Committees should be encouraged to study all 
aspects of the publisher 1 s program. 
11) Development of a course of study and the selection 
of textbooks should go hand in hand. 
12) Individual judgment should be emphasized. Quantita-
tive criteria frequently presented for evaluation do not 
always measure the teaching effectiveness of a book. 57 
MAKING THE SALE 
In 1955 a group of educators at the University of Illinois, recog-
nizing the dominant place of the textbook, and further, at no time in the 
history of the textbook had much consideration been given to an evaluation 
of its place in the educational process, undertook a study to analyze the 
basic significance and the contributions made by the text in present-day 
education. The study was published as, Text Materials in Modern Edu-
cation, with Lee J. Cronbach as editor. The following excerpts indicate 
the vievvs of the professional educator in endeavoring to analyze the sell-
ing process of the text. 
Salesmanship is not varied and is reasonably uncomplicated • 
• • • • The personality of the salesman influences his results. 
If he is liked by the people with whom he deals, he will have 
greater influence than if he is disliked. Educators may come 
to have respect for his judgment. Through him they person-
alize his firm and like or dislike it to some degree. An in-
tensive study of the personalities of a small number of sales-
men who have varying degrees of success would be helpful in 
determining what personality factors, what techniques, and 
what educational outlooks seem to have most persuasiveness 
in influencing the selection of texts by school systems. 
57. 32 and 7, pp. 67-71. 
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This introduces questions regarding the sales talk. What is 
said about the text which is under consideration? What points 
are emphasized? Does the salesman point out a philosophy of 
education which underlies the book or does he try to show that 
it fits the philosophy of the prospective purchaser? Does he 
use the band-wagon argument: buy the book because every good 
school system is using it? Does he rely heavily on the reputa-
tion of the authors? What sales use does he make of illustra-
tions in the text? There has been little or no investigation of 
the effect of what is said upon the selection process, the type 
of books chosen, and the concept of the good text in the mind 
of tbapurchaser. The sales talk, if effective, might in the end 
influence the way texts are used in the school and thus become 
a form of teacher education--for better or worse. 
The end point of salesmanship is selling. The only reason that 
a publishing house employs a salesman is to get its products 
sold. And bookmen generally are good salesmen. If they were 
not producing they would not remain on the payroll. The job of 
the salesman demands he sell the line whiclLhis company pro-
duces. He cannot be concerned with getting the best book into 
use. He is expected to get his company's books into use. It is 
doubtful that he can be fully honest about what book is really 
best and still sell his own, except .in the very unusual situation 
where he has competing books in the same subject-matter fields. 
The results of the effective work of salesmen are interesting to 
note. If one compares the books which are used most widely in 
the United States, it is clearly apparent that they cannot have 
been developed out of any commonly held theory of what consti-
tutes a good text. They vary in style, format, organization, 
use of aids, chapter headings, bibliography, teachers 1 guides, 
and every other item that anyone has at any time said was part 
of the good text. There is no uniformity among them nor is 
there very much consistency. Even within a single school sys-
tem the same phenomenon is apparent. The books used in the 
school vary so greatly from subject to subject and grade to 
grade that it is obvious to anyone that no common theory of the 
good text underlies either their construction or their selection. 
They are in use because they were sold to an individual or a 
committee. In spite of the many devices to protect selectors 
from salesmen, the books actually in the schools are clear evi-
dence that salesmen are able to circumvent obstacles and pro-
duce results which gratify their employers. 
The present variation in the content, quality, format, and organi-
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zation of text materials is not undesirable. It may well be 
that even greater planned variation is desirable. But the 
variation which now exists seems to be more like that which 
comes from random selection than from planned selection. 
It does not fit any existent theories of texts nor of teaching. 
It is evidence that choices are not made consistently .58 
THE MARKETING PROGRAM 
For the purpose of setting up the marketing program, this can now 
be premised on a background knowledge of textbook publishing, the pro-
cess of selection and an insight of the characteristics of the professional 
bookman. The director of sales in applying these to the New England 
territory has likewise drawn heavily upon the experience of contempor-
aries in the educational publishing companies with whom he has had ac-
quamtanceship and association in recent months and years. Acknowledge-
ment has been made in the Forev.ord for the informative comments and 
constructive interest shown by these men. 
The consensus of discussions with these leaders in the field sug-
gests that no company has developed any marketing program with ap-
proaches to the market that are not common knowledge and are not 
readily understood by all of those engaged in this general area. All 
agree that the combination that should be achieved is a well-conceived 
text, presented by a sales representative of professional background, 
inspired by an earnest desire for creative accomplishment, and bul-
warked by the physical and mental stimuli, which will encourage him to 
put his best foot forward in the interests of the "line" of texts which he 
58. 11, pp. 174-175. 
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represents. 
ASSIGNMENT OF TERRITORY 
The assignment of territory normally follows geographical lines 
with consideration of population, total school enrollment, school dis-
tricts, expenditures and related factors which will provide a sufficient 
potential to support the full-time activity of the sales representative. 
Smaller companies usually assign a field on an all-inclusive basis where-
by the salesman contacts all educational institutions. The companies 
well established with a larger sales staff may have one man concen-
trating on secondary schools in large cities, another man working the 
elementary field. It is characteristic because of the unique nature of 
selling the college field that most companies have a separate depart-
ment for this area of work. 
ESTIMATING SALES POTENTIAL 
A most significant end value of this study is to provide some 
premise and insights for estimating the share of the market that the new 
company might achieve in the initial year of operation and for successive 
years. In a full measure this finding can be the "go ahead" or caution 
sign. There are several factors already developed that can assist at 
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this juncture, yet an estimate must by necessity be determined in substan-
tial measure empirically. It is knovnthat textbook sales in New England 
have been increasing at a rate of approximately 11 per cent annually. 
Total sales for 1958 for public schools of New England exceeded 8 mil-
lion dollars and total industry sales in this area, including all schools, 
10 million dollars. A simple projection of these amounts would readily 
indicate total volume for the public schools of close to 10 million dollars 
irr 196 0 and over 15 million dollars within five years. 
The share of this market which might be gained by a new educa-
tional publisher depends upon a goodly number of factors. The publica-
tions offered must be recognized for their educational merit and fulfill 
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a distinctive need. The sales effort must be intensive and effective. The 
publisher would need to have the reputation of rendering in-service train-
ing and be in a position to offer the many collateral helps that schools are 
presently relying upon in implementing the educational process. Today, 
in the marketing of textbooks, as in the technical or engineering field, 
the buyer expects a degree of continuing service to assure the product 
is effectively performing the service for which it has been planned. For 
the educational publisher this means a staff of educational consultants to 
introduce publications at the classroom level, for indoctrinating the 
classroom teacher in its use, the conduct of local workshops, and the 
closest cooperation with leaders in the field of teacher training at the 
teachers 1 colleges. To the degree that the publisher may succeed in 
these collateral activities can be in some measure the real key to his 
success in a particular educational market. 
In making an over-all projection of the progress and success 
that a new publisher might enjoy, there are several factors that can be 
considered --both real, and to some extent, intangible. This study has 
shown an increase in the school population and an enlarged expenditure 
annually in the support of public education, and to some extent, an annual 
increase in the total sales of educational textbooks. Added to these 
factors there is the very significant impact of the insistence of laypeople 
on more and better education at all levels. 
In the New England states according to the directory of the Educa-
tional Salesmen's Association of New England, there are presently 32 
publishers with 47 direct representatives competing for the school dol-
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lar presently budgeted for textbooks. A brief survey would indicate 
that the majority of these publishers offer a broad lirie covering the 
various areas of the curriculum and all competing very much from a 
comparable plane. Emphasis on a certain subject area may character-
ize a particular publisher; however, it is indicative of the educational 
publishing field that to succeed adequately a broad line is important to 
remain competitive. 
The competition is known, also the characteristics and extent of 
the market. In view of all these considerations, it has been determined 
that the immediate goal of the new company could realistically be placed 
at achieving 1 1/4% - 1 1/Zo/o of the anticipated annual sales of textbooks 
i-n the New England states. This market represents a 10 million dollar 
potential presently (Table XI). 
59. 33. 
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By achieving this minimum total sale for the first year of oper-
ation, a sales volume of approximately 125-150 thousand dollars should 
result. By projecting this accomplishment on a national basis, with 
New England accounting for 5.4 per cent of total sales, the new com-
pany could anticipate a total annual sales volume of approximately 
$2,300,000 upwards -- provided national sales coverage is undertaken 
in the near future. This projection on a national basis seems reasonable 
in that New England represents sales per student just above the national 
average and includes states of varying economic levels. Another sub-
stantiating factor is that school enrollments in New England represent 
5.6 per cent of the national total. 
PLANNING FOR SALES TERRITORIES 
Initially as mentioned, the sponsors will follow the practice of 
capitalizing on existing manpower within their organization for providing 
executive and administrative services for the new company. In selection 
of sales personnel it seems well to vary this formula and choose from 
the educational field. Preference might be given to the young teacher 
who wishes an enlarged opportunity. Addition of sales personnel can be 
made in keeping with editorial progress and the availability of the com-
pleted products. 
On the basis of this study it will be recommended to the Director 
of Sales that at the outset two sales representatives, plus his own efforts, 
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should effectively achieve the coverage of the . 600 plus administrative 
units in New England. An assignment depending upon territory including 
175-275 administrative units should offer a workable base for a year's 
continuing and concentrated effort. A suggested allocation of territory 




Maine, New Hampshire, Vermont, 
Western Massachusetts 
Connecticut, Rhode Island south of 
Providence 
(Director of Sales territory) Eastern 
Massachusetts and unassigned territory 
in Rhode Island 
The potential and sales quota for these territories are presented 
in TalieXI. In the preparation of this table an estimate has been made of 
1960 sales, also quotas for territory have been determined by using a 
varying percentage. The reasons for so doing will be further explained 
as an analysis of these territories is made with reference to the sales 
potentials and regional conditions present. 
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1 1/2 20 '775 
50,445 
1 3/4 47,407 
1 1/4 8,750 
56' 157 
1 32,340 
1 1/4 7' 850 
40,190 
146,792 
Source: Compiled from Table VII Including Estimates of Sales. 
* Determined by applying the New England average sales increase factor 
of 11. So/o and using index number of relative increase for each state 
as shown in Annual Survey of Textbook Publishing Industry, 1955-58. 
TERRITORY SALES QUOTAS 
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In Territory A the percentage of total sales potential has been 
established at 1 1/2%. The territory can be readily worked, though 
large geographically. The significance of these special considerations 
will be presented. 
Territory B represents the "cream" of New England -- Connecti-
cut -- and justifies the establishment of a higher percentage of total sales 
potential; 1 3/4% is the goal. Rhode Island does not appear as average 
territory due to the record of lower expenditures per student, therefore 
a reduced percentage of 1 1/4% seems applicable. 
Territory C will be covered by the "working" Director of Sales. 
Massachusetts includes many large cities, several of which do not his-
torically show a good response. Due to the factor that the Director of 
Sales will have collateral duties and will not be able to work his territory 
as actively, a one per cent quota has been set. 
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Individual characteristics, limitations and strength of these 
territories can be gained through active work. Up to now the Director 
of Sales has acquired some knowledge of buying procedures and habits 
through discussions with those familiar with the territory. Northern 
New England has predominantly school unions, including several com-
munities with their local schools under the administration of a union 
school superintendent. In areas that are sparsely settled, the union 
superintendent is the focal buying point. As an indication of the signi-
ficance of this regional set up, in Maine, New Hampshire and Vermont 
987 school districts are served by 215 superintendents of school. By 
contrast, Connecticut has 174 school districts and 115 superintendents 
serving these districts. 
There are great distances involved in reaching potential buyers 
in the northern New England states. There is, however, the opportunity 
of securing orders from one source for several communities. In the 
larger communities with more schools, it is usually the desired ap-
proach to visit each school in addition to visits with the superintendents, 
supervisors of education, heads of departments of instruction, committee 
members who may be reviewing curriculum and recommending new text 
material. Although there may be marked exceptions, it is usually 
characteristic of the larger school system that the superintendent has 
devolved the selection of textbooks to committees and subordinate ad-
ministrators. 
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In the promotion of textbooks sampling represents a most signi-
ficant aspect. With reference to the Hunt Report the leading publishers 
of elementary and high school books spent $4,347,000 on sampling in 
1958. This figure contrasts with $3,275,000 spent on direct mail, cata-
logues and circulars. A new company would need to use both of these 
promotional aids in building sales. 
In making the initial coverage of the territory it is of importance 
to make this complete. In time "areas of strength"should develop that 
would require special attention. Table X presented the extent of 
purchase by cities and towns of varying size. By and large, the general 
conclusion can be made that the communities of 25,000-99,999 population 
spend slightly more per student. Also, active work will show that these 
communities purchase in a more direct manner which may involve some 
saving of time • 
In eastern Massachusetts, Mr. JohnS. Quinn of the World Book 
Company, has pointed out that the cities of Boston, Worcester, Lowell, 
Lawrence, Fall River and New Bedford require extensive work in pro-
portion to the business secured. In Boston, it is essential to secure an 
approved listing. When this is accomplished, a procedure which may re-
quire some months, it is necessary to visit each school individually •••• 
and then, many months elapse before business results, if any. Boston 
had expenditures of $237,000 for textbooks in 1958. By contrast Newton, 
with approximately one-tenth of the population, expended $74,496 for 
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textbooks. 
Generally, the larger cities require greater promotional ef-
fort with a lesser reward than cities and towns of a smaller size. A 
proper division of one 1 s effort between large and small communities is 
important to the effective conduct of the work of an educational bookman. 
A further observation of the selling process is on whose authority 
are purchases made. The local boards of education in the various 
communities are responsible for authorizing purchase. Customarily 
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this is a routine procedure in the procurement of textbooks. These 
boards usually act entirely on the recommendations of the superintendents 
of schools and 0 .K. purchase orders automatically. Few board members 
attempt to influence the selection and purchase of textbooks. This is 
considered in the province, and as a funtion, of the professional edu-
cator almost exclusively. 
PAYMENT FOR SERVICES RENDERED 
A bookman must live. How much is he paid for his services? 
The amount of remuneration for a sales representative is obviously 
something to be achieved through negotiation. It has been possible to 
obtain some industry data to provide insights of the going wage as a 
guide. Table XII presents this breakdown. 
TABLE XII: SALESMEN'S COMPENSATION & EXPENSE 
AND AVERAGE PER MAN FOR 41 REPORTING 
MEMBER TEXTBOOK PUBLISHERS-- 1958 
Totals Aver $ per Man 
Items #Men Thou$ Aver. Range 
ELHI Salesmen 
Salary & Bonus 4,220/ 
& Commissions 955 7,789 8,155 10,900 
2,840/ 
Travel Expense 955 3,645 3,815 4,400 
Total Compensa- 8,220/ 
tion & Travel 955 11 '434 11 '970 14,460 
Source: Annual Survey of Textbook Publishing Industry, 
New York, 1959, Adapted from Table 4, Page 7. 
87 
This information is naturally premised upon the experience of 
companies long established in the business. It is assumed that the 
travellers for this company will necessarily spend more time in "mis-
sionary" selling and will find the road to immediate business just a little 
more difficult,than if they were representing an established house with 
already many titles in use and enjoying the reputation that co.rnes from 
successful performance in the field of textbook publishing. Any practi-
cal remuneration plan could be considered by the new company with 
limited sales personnel. Salary arrangements could be readily adapted 
to meet individual needs. Most companies likewise sponsor some bonus 
or profit-sharing plan to attract and hold worthwhile men. This company 
would also attempt to offer these fringe benefits .. 
With all of these considerations foremost, it has been decided 
to make the salary and expense arrangements s.omewhat higher than an-
ticipated sales might warrant. Rather than to follow the industry aver-
age of approximately 14 per cent for selling expense, it seems desirable 
to budget 20-21 per cent, which will enable payment of a salary at the 
outset on a basis comparable to the industry. Of this selling expense 
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budget, approximately 17 per cent would represent salary and expense 
payments. Experience will indicate whether or not this selling expense 
budget can be carried out realistically. As the volume grows it is obvious 
that the salary could be based on a smaller per cent of sales volume achieved. 
CHAPTER VI 
SUMMARY AND CONCLUSIONS 
In the preparation and presentation of this study, the objective 
goal has been to provide comprehensive background material and ana-
lysis in some depth, which would serve the marketing purposes of a new 
educational publishing company. It is hoped that the scope of this pro-
ject has set forth in a knowledgeable manner the type of data which will 
be of most pertinence as a guide in entering a selected market -- the 
market for textbooks that is afforded by the public schools of New Eng-
land. 
The subject matter has been most directly concerned with mar-
keting considerations •••• yet, to interpret these in the proper atmos-
phere of doing business in the school field, it has been essential tore-
late these marketing factors to basic educational philosophy that moti-
vates much of the activity of the builders of textbooks and the ultimate 
purchasers. 
The background of educational publishing with reference to the 
evolution of distribution methods has been presented. The factors that 
are presently influencing educational growth and the "climate" of the en-
vironment in which the bookman plies his trade have been noted. The 
preferred basis for selecting textbooks and the selling process have 
been outlined. 
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No direct reference has been made to type of publishing program 
and to choice of curriculum areas for which material will be prepared. 
This activity is more directly the responsibility of the editorial depart-
ment, although as emphasized throughout, the bookman is an important 
part of this significant undertaking acting in a lias on role between class-
room and editor. It has been assumed that a new publishing activity 
would plan and edit materials which would meet observed present educa-
tional needs and those that are in the offing. Further, it has been anti-
cipated that the publishing line would be strengthened as business de-
velops with the objective to "lead" competition. 
It should be noted that some of the considerations with which a 
fledgling company might contend are not totally germane to this opera-
tion. There would be within reasonable limits no lack of capital. The 
parent company could supply working capital within the limits of sound 
business judgment. In conceiving this activity as an avenue of securing 
diversification of business interests, it naturally follows that there 
would be able and vital sponsorship. 
A successful launching of this enterprise would assure a con-
trolled source of printing business, to be furnished by the parent organ-
ization. Further the new company would be the beneficiary of some 
savings in conventional overhead that must be undertaken by an inde-
pendent company. The sharing of physical properties and the implied 
90 
savings on the administrative costs of the business are a positive factor 
in forecasting initial success. This inter-relationship and the possible 
savings to be derived could be expanded. It is mentioned only to the 
extent that the cost of doing business is obviously of paramount im-
portance in determining business progress. 
A factor suggesting caution and limitations is the small margin 
of net profit characteristic of the industry. For the smaller publisher 
this is less than for the larger contemporaries. Consequently, the net 
return from sales under normal circumstances cannot be very large or 
significant in creating added working capital. There is the problem of 
high inventory and the increasing costs of production, which cannot be 
readily reflected in increased prices as earlier noted. It is understood 
that editorial costs in preparing and producing texts are huge. 
CONCLUSIONS 
In very recent years, as in other industries, a limited number of 
mergers have taken place in the textbook publishing field, likely dictated 
by some of the considerations originally set forth. Of interest, while 
this study has been in preparation, two long-established smaller educa-
tional publishers have been acquired by leading printing houses. 
The writer has also been able to relate the implications of this 
analysis to earlier discussions with Mr. Wallace B. Black, General 
Sales Manager, Childrens Press, and Miss Margaret E. Braxton, 
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Managing Editor of the Garrard Press. These companies, located in 
the Midwest, were launched shortly after World War II as wholly-owned 
subsidiaries of large printing companies. The editorial departments of 
both companies with incisive understanding of educational needs have 
been able to direct publishing programs, that have been effectively fur-
nishing materials for specialized areas of curriculum. Although exact 
sales figures are not released, the writer believes from his discussions 
with the executives of these companies that one has increased sales by 
over 200 per cent in the last five years -- the other has exceeded this 
percentage. Both companies initially undertook limited regional distri-
bution before launching a national sales effort. 
The contemporary experience quoted of others in the field should 
give some substantiation to the c;.oxx:ep:that the avenue of successful entry 
into textbook publishing can well be as a subsidiary of a printing company 
l. 
with vision and resources. 
In light of this, can this venture look forward with confidence to 
early and increasing success in a highly competitive field? Based on 
the findings of this study there is occasion for some optimism, due to 
the special factors which apply because of well-established sponsor-
ship, plus the factors of a growing market and an increasing interest in 
education. And, of great weight, is the mix of the industry which is not 
dominated by a few giants •••• to narrow competition and close the field 
to the untried. 
ADDED AREAS FOR STUDY 
Any investigation of the important function of the marketing of 
textbooks does suggest areas and facets of the subject for further study. 
Does the industry know the basic characteristics that mark the success-
ful bookman? Is the expensive process of carrying the books to the mar-
ket the only effective avenue of distribution? Can a company with a 
limited line compete actively? To what extent will the introduction of 
new instructional media effect textbook sales? 
To find a partial answer to the last question it is understood the 
American Textbook Publishers Institute is asking its membership to 
finance a research project, that would provide the vital data for relat-
ing the text to the new developments in instructional media, including 
particularly instruction by TV and the most recently developed teaching 
machines, which are planned for self instruction and testing without 
the immediate direct aid of a printed text. 60 
It is of further importance that this study may not have limited 
its objective only to providing comprehensive marketing data for the 
indoctrination of a management seeking insights of a new field of in-
terests. A parallel development throughout, as will have been observed, 
is the need for more realistic budgets for making available new and re-
placement texts. The prevalent level of textbook budgets is indicative 
of a condition that has its obvious effect in limiting market growth. 
60. 34. 
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It has been pointed out that little research has been undertaken 
in establishing the impact of the text •••• less has been undertaken in the 
field of the marketing of textbooks. It is hoped that this study may be an 
original forward step in assembling and interpreting the scope of mar-
keting knowledge related to the distribution of textbooks, as this activity 
has evolved in a period of over two hundred and fifty years. The intent 
has been to emphasize for the marketing man the considerations of im-
mediate value and practical application assessed to some extent on the 
background of historical perspective. 
Educational publishing and distribution reflects in a very full 
measure the distinctive opportunities and rewards that can be achieved 
from active, dedicated work as an important segment of the greatest 
private enterprise system in the world. Likewise, in face of ever-
increasing demands on the school dollar, printed materials of instruc-
tion assume an even greater importance because by nature the most eco-
nomical medium of instruction. The future of the industry can also be 
encouraged by the fundamental belief of the American people in their 
free system of education of which textbook publishing is an integral 
part. 
The realistic approach in achieving the desired goal is the im-
plementing of sound and forward-moving promotional policies in bringing 
the product to the market place. Such initial success that can be achieved 
should provide an increasingly- strong base for enlarged editorial effort, 
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and from the initial penetration of the market, a solid core of customers 
for revised editions and new material should result. 
New England does offer a good starting place as it can be a real 
proving ground due to the diversification of school systems, the varied 
. economic conditions prevailing and other controlling factors earlier set 
forth. This study has shown the New England area to be a growing mar-
ket for textbooks with an anticipated one million dollar annual increase 
in total sales potential. The representatives of the new company can 
look forward to active work in an environment of fair and open compe-
tition with established publishers and have their share in exerting a pos-
itive influence on educational growth, so vital to the future of America. 
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APPENDIX A 
RECOMMENDED KITS OF TEACHING MATERIALS 
AND ESTIMATED COSTS 
Kit for Grade 1 
Aver. Net Per 
Kind of Expected Price 1960-61 Pupil 
Material Life School Year Maintenance 
Reading Readi-
ness 1 $ .59 $ .59 
Pre-Primers ( 4) 4 1.96 .49 
Pre-Primer Work-
book 1 .48 .48 
Primer 4 1.34 • 34 
Primer Workbook 1 .48 .48 
Supp. Primers (2) 6 2.68 .45 
First Reader 4 1.46 • 37 
First Reader 
Workbook 1 .so .so 
Supp. Readers (2) 6 2.98 .so 
Penmanship 
Workbook 1 • 44 .44 
Science Reader 4 1.57 .40 
Arithmetic 
Workbook 1 .65 .65 
Arithmetic tex-
book (1/2 class) 4 .69 • 18 
Art textbook 5 .78 .16 
Achievement and 























APPENDIX A (continued) 
Kit for Grade 6 
Aver. Net Per To Supply 
Kind of Expected Price 1960-61 Pupil Each New 
Material Life School Year Maintenance Pupil 
Basic Reader 4 $2.14 $ .54 $2.14 
Basic Reader 
Workbook 1 • 64 .64 • 64 
Supp. Readers (2~) 7 5. 35 .77 5.35 
Spelling Work-
book 1 .58 .58 .58 
Penmanship 
Workbook 1 .44 .44 .44 
Language textbook 4 2.11 .53 2.11 
Language work-
book 1 • 67 • 67 .67 
History textbook 4 2.78 .70 2.78 
Geography text-
book 4 3.67 .92 3.67 
Supp. Soc. Studies 
Readers 7 2.77 .40 2.77 
Science textbook 4 2.27 .57 2.27 
Health textbook 4 1.88 • 47 1. 88 
Arithmetic text-
book 4 2.08 .52 2.08 
Arithmetic work-
book 1 .64 • 64 • 64 
Music songbook 6 1.96 .33 1.96 
Art textbook 6 .78 .13 .78 
Achievement and 
other tests 1 .43 .43 .43 
Dictionary 6 2.85 .48 2.85 
$9.76 $34.04 
APPENDIX A (continued) 
Selected High School Texts With Approximate Average Net Prices 
Aver. Net Aver. Net 
Price Basal Price Work-
General Texts 1960-61 books 1960-61 
Subjects Grade School Year School Year 
Algebra I $3.38 
Algebra II 3.42 
American History 4.20 $1.27 
Biology 4.09 1.45 
Chemistry 4.05 1. 64 
Civics 9 3.59 
Drama 2.91 
English 9 2.78 .96 
10 2.78 • 96 
11 2.87 • 96 
12 2.87 • 96 
French 1st yr. 3.21 
2nd yr. 3.40 
Geography 4.12 
Plane Geometry 2.92 
Solid Geometry 2.63 
Government 3.90 




The Story and Objectives of the American Textbook Publishers Institute 
and the Professional Bookmen of America are: 
The American Textbook Publishers Institute 
is a voluntary professional and trade organization for edu-
cational publishers. Its members include not only school 
and college textbook publishers but also those who publish 
reference books, test materials and workbooks. 
The Institute represents the industry to an unusual degree 
since its members account for more than 90% of the volume 
of business of this type done throughout the nation. 
The objective of the Institute is to study and seek to reach a 
constructive solution of all problems having to do with the 
use of books as the tools of learning. This objective has 
inevitably given Institute members a better understanding 
of their own industry. More important, it has resulted 
in closer cooperation between publishers and educators in 
meeting common problems of education. It has brought 
publishers into closer association with groups of citizens, 
established agencies, associations, and institutions in-
terested in education. Finally, it has shown the industry 
the way to larger professional contributions to education 
and to significant improvement in textbooks and other 
printed materials of instruction. 
Professional Bookmen of America (Pi Beta Alpha) 
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was founded at Columbus, Ohio, August 8, 1947. The mem-
bership is limited to bookmen, publishers and sales managers 
with certain professional qualifications. The eight-fold pur-
pose of the Professional Bookmen of America is: 
1) To foster high professional standards among the 
men engaged in the publication and distribution 
of school books. 
2) To give recognition to deserving men with the 
profession. 
3) To create, on a national scale, a better under-
standing of bookmen's problems. 
4) To facilitate the exchange of educational informa-
tion. 
APPENDIX B (continued) 
5) To promote a social and fraternal spirit among 
bookmen. 
6) To assist and to encourage existing bookmen's 
organizations. 
7) To work in general for the welfare of bookmen 
and for the betterment of education as a whole. 
8) To help the American people to appreciate that 
great educational asset -- the school book. 
Source: American Textbook Publishers Institute, 1960, New York and 
Directory of Professional Bookmen of America, 1960, Columbus, Ohio. 
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APPENDIX C 
TRIBUTES TO BOOKMEN 
Bookmen Are Career Men by Dr. Inks Franklin, Editor of Publications, 
Missouri State Teachers Association. 
Since the beginning of organized education the book has played 
a most significant role in the advancement of civilization. 
Books are as basic a tool to education as the plow to farming, 
transportation to manufacturing or the gun to the hunter. It remains 
a constant challenge for each generation to write, adapt, change and 
add to the store of accumulated knowledge so essential to our survival 
and progress. 
It is an obvious fact that few industries have made any greater 
improvement in their product than has the Book Publishing Industry. 
Here in these United States our books with their most legible type, 
artistic formats, beautiful papers, and multi-colored illustrations nev-
er cease to be a focal point of interest to visitors from abroad. 
Somewhere behind each book there is a salesman, or as he is 
known today -- a Bookman -- who has contributed in no small degree 
to our upward march toward a literate world. 
These men and women are capable individualists. Competition in 
their field will quickly prune out the inept. And yet, you have only to 
visit for a short time with these persons around their exhibits or else-
where to learn of their great inate ability for cooperation and growth. 
I like to think of them as consultants for that is really what they 
are -- sources of reliable information about the best materials avail-
able for the particular problem you face. It is not enough for them to 
know their books -- they must also know the latest teaching and educa-
tional methods. 
Bookmen are career men. College degrees are in their back-
ground and usually several years of educational experience in the teach-
ing field. 
They have helped to bring democracy into the practice of book 
selection. For the most part the days of one-man domination in the 
selection of books is gone. In its place is a committee composed of 
practicing educators familiar with the needs at hand. 
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The bookman1s visit is no longer on a high pressure basis. It 
is one that brings you ideas, suggestions, job information, current gos-
sip and friendship. 
Sure, the bookman will sell you. That is the way he makes his 
living for his family. Frequently it is that little bit of adroit salesman-
ship that makes you buy, and as a result, boys and girls by the thousands 
will have a chance to share and learn from the new materials of our age. 
Bookmen have their printed creed to live by. Ethics and profes-
sional thinking are part and parcel of the career Bookman's code to 
practice. 
He knows that his job is not finished when the sales contract is 
signed. To see that his product is properly used and understood is a 
part of the service. 
Today we salute the Textbook Men of Missourias they observe 
their fortieth year of organized progress. 
Source: Directory, Missouri Textbook Men's Association, 1960 Edition. 
Your Bookman ••••• Consultant, colleague, and friend 
A question frequently asked of the bookman is, "Do you ever tire 
of traveling alone and being away from home? 11 His usual answer is, 
"Being away from family, yes." But his task interests him, and he is 
rarely bored. He feels the deep professional satisfaction of having an 
important share in meeting the challenge to education in America. He 
feels joy in earning the friendly confidence and good will of school peo-
ple everywhere. He feels that he is true partner with them in this great 
business of education. 
Your bookman can provide for you valuable and unique educational 
service. He tours your state from hamlet to city, notes new ideas and 
practices, assesses educational experiments, observes administrative 
tactics, and discovers skillful teaching. 
lOZ 
He is the eyes and ears of his firm 1 s editorial department. He is 
continuously curious about the reactions and observations of educators to 
all learning materials. He is a perpetual student of his own textbooks and 
learning devices and those of others. He must be constantly familiar with 
APPENDIX C (continued) 
trends in curriculum development. He is well-informed on many aspects 
of education. 
Certainly his first obligation is to see that his wares are recog-
nized as an important tool of the educational process, and to promote, 
the use of these materials where they can best serve pupils and teachers 
toward greater achievement. 
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But he is primarily an educator, proud of his long association with 
schools. He is college-trained, usually in Education. In most instances, 
he has had classroom teaching experience. As a matter of fact, over 
half of the nation's bookmen have had graduate training. Of the forty-four 
members of the Ben Franklin Club, twenty-nine have held office as school 
superintendents. A recent national survey of bookmen reveals that the 
average bookman will serve his firm •••• and you •••• for more than twenty 
years. Each year during that period he acquires unique experience through 
stimulating association with authors, editors, and responsive school per-
sonnel. 
The bookman takes his responsibilities seriously, for he, like the 
educator, feels that his task is professional service of the highest type. 
Administrators usually know him well and cooperate wholeheartedly. The 
bookmen in turn know the administrators, and cherish the courteous wel-
come which they and their teachers exte-nd to them in office, schoolroom , 
and convention hall. Together, the schoolman and bookman have a serious 
common concern in the learning content of schoolbooks. And, likewise, 
they feel a common loyalty and responsibility to the cause of strengthening 
America's kind of education. 
Source: Directory, The Ben Franklin Club, January, 1959, Glenwood, 
Minnesota. 
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